3 | ederal Controls 
on Instalment 
Buying Are Back 


WASHINGTON, Sept. 14—Federal 
ontrol over instalment credit re- 
rns Monday, the first of a series 
mf government actions designed to 
Mut a brake on inflation, and clear 
Mhe way for the nation’s new $30- 
@iillion-a-year defense program. 
™ Initial credit rules were an- 
Miounced by the Federal Reserve 
mmsoard minutes after President 
Bmruman signed the Defense Pro- 
Miuction Act of 1950, restoring war- 
Mime economic powers that had 
meen removed one by one follow- 
g VJ Day. 

(Continued on Page 8) 
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WITH PRICES—This color page in News- 
week and Time in October is part of 
Arvin Industries’ largest campaign. Roche, 
Williams & Cleary is agency for Arvin 
Industries. (Story on Page 57.) 


Intertype Fotosetter, 
Mergenthaler Linofilm 
Highlight New Trend 


Cuicaco, Sept. 14—The van- 
guard of perhaps 200,000 persons 
who will visit the Sixth Educa- 
tional Graphic Arts Exposition 
during its two weeks run here 
were pleased with what they found 
last week. 

Visitors during the first few 
days of the exposition agreed that 
the printing industry has put on 
its biggest and best show. 

More than $10,000,000 in print- 
ing production machinery, letter- 
press, offset, gravure and other 
equipment was on display, and al- 
‘most all of it was in operation. 

Many items were exhibited for 
the first time, culmination of the 
intensive research that has been 
under way in the graphic arts in- 
dustry during the war and postwar 


In This Issue 


Advertising Research Foundation Summarizes 
Farm Paper Studies 
‘o-op Copy in Weekly Newspapers Down Due 


Pagr 
10 
21 
24 
26 
28 


ET 5 425 coe neceavenbeges© 
J. S. Steel Book Tells How to Handle Sales 
Training Meetings 
Four Advertisers Join to Run Related-Item 
Color Ads 
farm Publication Ad Revenue Exceeds 1949 . 
fVashington Guide to the Perplexed: Taxes 
 . «aaa ra 
Pictures Show New Six-Story Workshop of 
Foote, Cone & Belding ............... 
fourt Bans State Censorship of TV Movies . 
‘une Ads for Drive-ins Put Texans in the 
BE Gs bedi od ca diney 2: be.0aabas 
Advertising in a War Economy: How 1942 
Advertisers Met the Problem 


Features 


Ad Market Place ..68 Info for Advertisers 68 
Along Media Path 50 In Washington ...22 
oming Conventions 71 Magazine Linage ..61 
Kreative Corner ...66 Obituaries ..... 
Dept. Store Sales .34 

Editorials ........ 12 


Private Lines 
Rough Pr 


eee eee eeee 


| Photographic Composition Machines 
aa |Draw Crowds at Graphic Arts Show 


years for improved processes. 


a As might have been expected, 
the most sensational advances in 
the graphic arts field were directly 
concerned with the use of the 
camera and photographic processes 
in composition work. 

Dr. Vannevar Bush, director of 
the wartime Office of Scientific 
Research and Development and 
later chairman of the Joint Re- 
search and Development Board, 
predicted: 

“For quite a few years, photo- 
engraving processes will occupy an 
important position in printing 
newspapers, books, magazines, etc., 
but eventually we will print with- 
out metal type. Present methods 
are obsolete, and we have to ex- 
pect far-reaching changes to catch 
up with the needs of the printing 
business.” 


a Though some work remains to 
be done before the new photo- 
graphic composition processes can 
compete actively with standard 
hot-type methods on time, cost and 
quality bases, the graphic arts 
show revealed the direction which 
the new methods may be expected 
to take. 

In general, all new developments 
in all processes reflected one or 
more of three main objectives: 
Stepping up production, increas- 
ing manpower efficiency and re- 
ducing costs. 

In regard to the photographic 
composition process in particular, 
Intertype Corp.’s new Fotosetter 
machine drew some of the largest 
crowds at the show and caused a 
great deal of comment. 

Intertype has been working on a 
phototypesetter actively for the 
past decade. The Fotosetter is the 
result of the research. 


ws The company outlined the po- 
tentialities of its new device with 
the statement: “The slug-casting 
machine put metal type composi- 
tion on a production basis; the 
Fotosetter machine does the same 
for photographic reproduction.” 
The Fotosetter closely resembles 
(Continued on Page 78) | 
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TV Cable Allocations 


NAMP Meeting 
Stresses Role 


Fuller Reelected, 
Urges Drive to Sell 
Economic Importance 


Sprinc LAKE, N. J., Sept. 12— 
The National Assn. of Magazine 
Publishers centered its attention on 
the responsibilities of magazines 
in explaining America to Amer- 
icans and other countries. 

This meeting—the thirty-first 
for NAMP, and the first since war 
broke out in Korea—had the larg- 
est attendance in the association’s 
history, and found NAMP mem- 
bership at an all-time high—106 
publishers of 340 magazines. 

Walter D. Fuller, chairman of 
the board of Curtis Publishing Co., 
and again reelected as NAMP 
chairman, told the group that pub- 
lishers had failed signally to im- 
press the public with the import- 
ant social and economic services 
performed by magazines—and that 
the continuing peril of second class 
mail increases was proof of the 
failure. He proposed that maga- 
zines begin an advertising cam- 
paign to explain the function of 
magazines in America—and said 
Curtis had already planned such 
a campaign, beginning with a 
spread in the Harper’s Magazine 
centennial issue. 


es Mr. Fuller said firmly that mag- 
azines had a selling job to do: to 
move more goods and to raise the 
national income, so that revenues 
for the government, through taxes, 
would remain high. 

Other highlights of the meeting: 

PostaLt—The bills which would 
have increased second class post- 
age are still lodged in the com- 

(Continued on Page 6) 


Tug of War 
‘Quick’ Hits 

Million Mark; 
Amazes Staff 


Execs Bet 16 Months Ago 
on Circulation; Shapiro 
Tells How Wrong He Was 


New York, Sept. 15—Last week 
Quick sold 1,000,000 copies. 

Thus, 16 months after it was 
launched, the pocket-size news 
magazine moved up into the exclu- 
sive circle—and became the top 
newsstand seller in the news mag- 
azine field. 

No one enjoys it more than 
Gardner Cowles, if only because 
every major publisher to whom he 
talked predicted the early failure 
of Quick. Nor was his staff any 
more enthusiastic—the promotion 
and circulation staffs, whose work 
was essential to the success of the 
capsule weekly, were notably re- 
luctant. 

Only a couple of weeks before 
Quick’s initial test, Cowles called 
a meeting of his top brass, and 
asked—on the basis of a “dry run” 
magazine they’d all seen—each to 
contribute a dollar to a pool, the 
winner to be the one who most 
nearly estimated Quick’s circula- 
tion after 15 issues. 


s The executives wrote their esti- 
mates on slips of paper and tossed 
}in their dollars. Fleur Cowles, an 
enthusiastic backer from the start, 
‘had the highest estimate. The pub- 
lisher read each man’s estimate in 
(Continued on Page 4) 


Last Minute News Flashes 


‘Reader's Digest’ Retuses 


New York, Sept. 15—Reader’s Digest, long restive over advertisers’ 
use of its editorial material, will say in its October issue: (1) It does 
not grant permission to advertisers to use quotes; (2) it cannot legally 
prohibit an advertiser from referring to a Digest statement, provided 
it isn’t a direct quote and the reference isn’t false. The Digest says 
there is strong evidence of popular resentment against the misleading 
claims of a few advertisers. Conceding that advertising is important 
to the U. S. economy, the adless Digest hopes “the advertising profes- 
sion itself, normally adhering to high ethical standards, will take steps 
to curb the subtle misrepresentation by which some advertisers have 
sought to use the name of the Reader’s Digest to promote their own 


products.” 


Aluminum Co. Cuts Business Paper Budget 


PITTSBURGH, Sept. 15—‘“‘Because of a growing shortage in aluminum, 
war demands and uncertainties as to the future,” Aluminum Co. of 
America has drastically cut its advertising in business papers for the 
remainder of this year, F. M. Sharp, assistant advertising manager, | 
told AA. No cuts in national consumer publication advertising have 
been made. Next year’s advertising budget is now being made up, and 
it is likely that.further advertising retrenchment will be made, Sharp 
said, although what will happen is anybody’s guess. The account is 


to Be Quoted in Ads 


handled by Fuller & Smith & Ross in Cleveland. 


Nestle Co. Names Palen Flagler Ad Manager 


i 
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Looming 


By MAuRINE CHRISTOPHER 

New York, Sept. 15—The tele- 
vision industry is in the midst of 
its biggest hassle over the prob- 
lem of allocations on American 
Telegraph & Telephone Co.’s in- 
ter-city networking routes for fall. 

No new dilemma to TV, the sit- 
uation has been aggravated by the 
influx of fall business on all four 
networks and by the addition of 
17 cities to the “live” network by 
Sept. 30. In previous years, tele- 
casters have been able to work 
out an agreement among them- 
selves, with which—and a little 
bartering back and forth—every- 
body, if not satisfied, was willing 
to go along. 


@ Thus even though allocations 
have technically been made by 
the lessor, AT&T, the company 
has, by and large, been spared the 
embarrassment of having to choose 
one customer in preference to an- 
other. This year, however, when 
it came time to talk about division 
of the facilities—a combination of 
coaxial cable and radio relay cir- 
cuits—negotiations have been sty- 
mied from the outset. Attempting 
to get the ball rolling, AT&T made 
up a suggested chart for alloca- 
tions, but it pleased nobody. 

Representatives of the networks 
have been meeting with phone 
company executives from time to 
time. National Broadcasting Co. 
and Columbia Broadcasting Sys- 
tem, with evening hours pretty 
well sold out, are said to be in- 
sisting that cable allotments be 
made on the basis of time sold. 
American Broadcasting Co. and 
DuMont Television Network re- 
portedly are holding out for an 
equal, four-way split. They argue 
that they cannot be expected to 
compete for business with any- 
thing less. 


# A spokesman for DuMont point- 
ed out that in the past when “we 
got substantially our share of the 
cable, we turned open time over 
to NBC and CBS if they needed it.” 

DuMont has written a letter to 
the Federal Communications Com- 
mission suggesting that it look into 
the matter of networking facilities 
for television. This letter, which 
is not a formal complaint, has 
been referred to the common car- 
rier division of the FCC for study. 
No action of any sort is expected 


‘from the FCC until two commis- 


sioners return from vacation next 
week. With no specific grounds on 
which to proceed, the commission 
even then is not expected to do 
more than discuss the problem in- 
formally with AT&T. 

There are several factors which 
have brought television to this im- 
passe. Outweighing everything else 
is the limited number of stations— 
107. As of October, 49 of the 66 
cities in which there are video 
outlets will be on the live TV 
hookup; about half of these 49 fre- 


New York, Sept. 15—Palen Flagler, formerly advertising manager | quently bid for the time. 
of Dan River Mills Inc., will become advertising manager of the 
Nestle Co. He succeeds Olin A. Saunders, who resigned rather than m As long as all networks offer a 
move to Colorado Springs (See story on Page 29). 


(Additional News Flashes on Page 81) 


local station kinescope or film pro- 
(Continued on Page 77) 
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Tele-Que's Coffin Tells Selling 
Impact of TV: Estimates Potentials 


HoLtywoop, Sept. 13—After 
checking results of 6,000 personal 
interviews with television set own- 
ers in the Los Angeles area, Joe 
Coffin, president, Coffin, Cooper 
& Clay, Tele-Que rating service, 
had no hesitancy in telling mem- 
bers of the Hollywood Advertis- 
ing Club that television produces 
traceable sales results. 

In Los Angeles, TV is already 
a mass market, he said. There are 
now more than 600,000 TV homes 
in the area. 

Viewers remember TV advertis- 
ing, Mr. Coffin insists. One test, 
made last June, showed that Car- 
nation Milk television advertising 
was remembered by 89% of the 
respondents, as compared with 
41% remembering it from other 
media; all wine advertising was 


remembered by 84% from tele- 
vision as compared with 52% re- 
calling other media; all dog foods 
(very strongly advertised in all 
media) were remembered by 40% 
from television, 70% from all me- 
dia. 


e TV advertising definitely in- 
creases sales, the Coffin report as- 
serted. In homes where Carna- 
tion’s TV advertising was remem- 
bered, 41% purchased its milk— 
where it was not remembered, 
34% bought. Ross dog food pur- 
chases were made by 25% of those 
remembering its TV commercial, 
as compared with purchases by 
18% of those who did not remem- 
ber it. For Kraft cheese, the fig- 
ures showed a very strong tele- 
vision impact, with 67% of those 


remembering it making purchases, | 
compared with 31% of those who | 
did not. 

The viewing audience is greatest 
after 6 p.m. Of the 76% viewing | 
in this period, 62% said they had 
made purchases as a result of the 
advertising seen. Before 6 p.m., 
11.8% were viewing, with 18.4% 
making purchases. The weekend 
daytime audience is about the 
same, with 19.4% reporting pur- 
chases resulting from their view- 
ing. 


ws Analysis of the composition of 
the audience for the program of a 
specific product is essential in 
getting maximum sales, Mr. Cof- 
fin declared. The 6,000 interviews 
developed much data on this point. 
Citing beer potential, he said there 
is a market for 176 cases of beer 
per week among an average 1,000 
television families. 

If the 1,000 listening families 
are composed of baseball fans, 
then the potential increases to 192 
cases of beer per week. If the audi- 


it pays to use 
both hands 


To land customers 
In big St. Louis 


(America's 8th largest market.) 


Keep a tight line 
On sales with a 


Substantial advertising schedule 


In The St. Louis 
Star-Times. 


180,000 responsive Star-Times 


Reader families give you 
The essential, low-cost 
PULLING POWER. 


in big St. Louis 
that means 


THE ST. LOUIS STAR-TIMES 


Represented Nationally by The George A. McDevitt Co. 
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BETWEEN THE ACTS—These NAMP members still look refreshed after a morning 

session of the association’s 1950 conference at Spring Lake, N. J., 

are, left to right: C. C. Reos and A. W. Kohler, Curtis Publishing Co., and Stephen 
Glennon, Outdoor Life. 


te gp SEEGER cea PPE 


INFORMAL DISCUSSION—Holding an informal pow-wow at last week's 

conference at Spring Lake were, left to right: Douglas M. Gowdy, Maclean-Hunter 

Publishing Corp.; R. F. Shrope, Baker's Weekly; W. K. Beard, Associated Business 
Publications, and F. S. Bamford, Baker's Weekly. 
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last week. They 


NAMP 


ence is 1,000 Mexican families, 
then the potential soars to 290 
cases. The latter market in Los 
Angeles, he pointed out, includes 
110,000 families in the area, with 
an average income of $75 per 
week, and 44% of these families 
have TV sets. 

Identification and liking for a 
commercial contribute importantly 
to sales, Coffin said. It was learned 
that among those who could iden- 
tify the Curry’s ice cream com- 
mercial, 30.5% purchased the prod- 
uct, as compared with purchases 
by 24.2% from those who could 
not. Among those who remem- 
bered the commercial, if it was 
“disliked,” 26% made purchases, 
as compared with the 32.7% who 
bought when they “liked” the 
commercial. 


Becomes Alport & O'Rourke 
Alport & O’Rourke is the name 
of a new San Francisco advertis- 


ing agency formed by the merger | 


of John O’Rourke & Associates, San | 


Francisco, and Alport Associates, | 
Portland, ‘Ore. John O’Rourke has. 


been named president of the agen- 
cy. 


Cling Peach Board and Pet 
Milk Map New Dessert Drive 


Cling Peach Advisory Board, Sa 
Francisco, and Pet Milk Co., S 
Louis, will launch a joint advertis 
ing and merchandising prograi 
this fall featuring Thrifty Peac 
Bavarian, a new dessert made wit 
canned cling peaches and 
evaporated milk. The first colo 
ads will appear in October issu 
of women’s magazines. Later in 


weekly appearance until Nov. 1 i 
newspapers and Sunday suppl 
ments. The dessert also will 
featured on Pet Milk’s networ 
shows—‘“Fibber McGee and Mol 
ly,” and the Mary Lee Taylo 
show. 

Point of sale material, deale 
mats and store display ideas wi 
be made available to grocers. A 
similar promotion was conducted 
last year. Batten, Barton, Durstine 
& Osborn, San Francisco, is the 
agency for Cling Peach Advisory 
Board and Gardner Advertising, 
St. Louis, for Pet Milk. 


Thrifty, giant salesmen 


HOME APPLIANCE COMPANY, 214 Third St., 


Local-im 


COVERAGE. In a typical GOA 
town, everyone who goes outdoors 
sees outdoor panels. They see a 
particular panel many times over 
every month. That’s deep market 
penetration at lowest possible cost! 


1925 Silver Anniversary Year 1950 


General Outdoor Advertising Co., 
515 South Loomis Street, Chicago 
7, Illinois. 


* Covers 1400 
leading cities 
and towns 
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1959 


In good Comics 
Magazines, adventure, 
action, and mystery 
dramatize a wealth 

of information... 


condition young 
minds to the realities 
of everyday living... 
increase their under- 
standing of science, 
people, literature, 
history, politics... 
help give junior’s 1.Q. 
a hypo, and add 
another dimension 

to his education. 


ational 


Represented by 
Richard A. Feldon & Co., Inc. 
205 East 42nd Street 
New York 18, N. Y. 


CHICAGO LOS ANGELES 
SAN FRANCISCO PORTLAND 
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K&E Appoints Two 


John C, Strouse, previously with 
Dancer-Fitzgerald-Sample and 
Young & Rubicam, has joined Ken- 
yon & Eckhardt, New York, as an 
account executive. Joseph G. 
Standart Jr. has joined the De- 
troit office of K&E as general as- 
sistant to Don Miller, vice-pres- 
ident in charge. Mr. Standart had 
been an account executive for 13 
years. 


THE NEGRO 


MARKET IS 


TERRIFIC! 


15 million American woquecs _— 
10 billion dollars a year! If you have 
food, drinks, jewelry, or any other 
products to sell, reach this big buyi 
public rou the Negro Ts a 
magazines. interstate United News- 
545 Fifth Ave., N. Y. 
pons k you Ow advertising — ese 
cations rea ig markets and 
Profits! Write ust ;. ” 
NOTE: We now have facts compiled by the 
* Research Co, of America on brand 
erences of Negroes from coast to coast. 
tite now for this free information. 


‘Quick’ Hits 
Million Mark: 
Amazes Staff 


(Continued from Page 1) 
turn, and the last he turned up was 
that of S. O. Shapiro, Cowles’ vice- 
president in charge of circulation. 

Shapiro’s estimate was brief: 
“None—0.” 

Shapiro recalls that his boss 
looked at the estimate, reddened, 
and said, “Shap says there won’t 
be a 15th issue.” 

Shapiro was bearish for three 
reasons: As a newsstand man, he 
disliked small magazines — space 
on a jammed newsstand is hard to 
get for full-sized magazines; he 
knew that digest-size magazines 
had received tough handling from 
newsdealers, and the notion of a 
magazine smaller than digest-size 


the dry run represented too slim 
a package, it didn’t look like a 
dime’s worth to him; finally, Quick- 
style, then held to a single sen- 
tence, seemed too truncated to be 
readable. 


s Cowles then said he didn’t want 
to undertake the launching of the 
magazine unless he could count on 
complete support, and asked Shap 
what changes would have to be 
made. Shap said it needed (1) at 
least 16 more pages, (2) the page 
and cover stock would be doubled, 
(3) more pictures added, and (4) 
let the sentences multiply a little. 

“If I do that, I can count on your 
complete cooperation?” Cowles 
asked. 

“Yes” Shapiro replied. 

Cowles called in Woodrow Wir- 
sign (now executive editor of Look, 
but then in charge of getting Quick 
into production), and told him 
briefly that the group had decided 
to go ahead with Quick, and that 
he wanted the first of a series of 
weekly issues out as soon as possi- 


appalled him. Second, he felt that | ble. He ticked off the changes he 
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had promised Shapiro, and ordered 
a small run for testing. 

“What city do we start with, 
Shap?” Cowles asked. 

Shapiro, who now confesses he 
was still doubtful, figured that the 
toughest town he could think of to 
sell a book like Quick in was Phil- 
adelphia. “Philly,” said Shap, and 
added eight other test cities. 

Cowles accepted the list but 
asked that Shapiro go to Phila- 
delphia and personally supervise 
the entry of Quick. 


ws At midnight, Thursday night of 
the week of May 23, Shapiro and 
four assistants had checked 150 
newsstands. They could hardly be- 
lieve what they were finding out— 
that Quick was 40% sold out. The 
next morning, they went out again 
—but Quick was sold out. 

At 11 a.m., Shap called Cowles 
and reported. The issues consigned 
to Philly were gone. American 
News’ switchboard was buzzing 
with calls from dealers who wanted 
more. 

Shapiro, making the rounds of 


The Publications 

of products used in the’ 
following types of insti- 
tutions: 


Dealers, Jobbers, Supply 
Houses 


lo 

Hotels 

Hospitals, Sanitariums 

oe and Universities 
hoo. 

Industrial Institutions 

Army, Navy and Govern- 
ment Buyers 

Restaurants, Cafeterias 

Steamship Lines and 
Shipyards 

Railway Systems 

Airli 


Office and Public Build- 
on 

YMCA’s, YWCA’s and 
YMHA’‘s 

City and Country Clubs 

Utilities 

Architects, Engineers, 
Decorators and De- 


signers 
Other Institutions 


CATALOG DIRECTORY | 


with 


INSTITUTIONS PUBLICATIONS 


Large consumers and big buyers in both Government 
institutions and Civilian institutions constitute the 


readers of INSTITUTIONS MAGAZINE and users 


serving all 


reach 


tions field. 


Following are types of 
Shea by INSTITUTIONS PUBLICATIONS: 


of INSTITUTIONS CATALOG DIRECTORY. 
Faced with the same problems of the mass feed- 
ing and mass-housing of millions of people 
daily, they find the answers to their common 
problems of food service, equipping, furnish- 

ing, maintaining, remodeling and expansion 
in these two publications. As sources of 
buying information, both publications are 
unparalleled as they are the only ones 


segments of the institu- 


procurement offices bein 
Aviation Supply Offices 
Air Material Commands 
Laboratory Offices, 
Contracting Division 


Docks Supply Offices 


Commanding Officers, omoes ac ~~ 
U. S. Arsenals Officers in Char e 
Armed Services Medical Naval Supply 
Procurement Agencies Officers in Charge, 
c 7G . Naval Air Stations 
Quartermaster Depot Quartermasters 
Purchasing Public Buildin: 
Supply and Facilities Administration, 
visions Supply Division 
Navy Purchasing Offices Veterans A tration 
Bureau of Yards and S. Maritime 


CONSULT YOUR Z| DVERTISING L\cENcY 


Your Advertising Counsel can render an indispensable 
service in planning the solution to one of your most 
important and basic sales problems . . . That of placing 
your product data in the hands of the individual men 
and women who specify or actually place the order for 
your firm’s products. Ask your agency today. 


INSTITUTIONS MAGAZINE 
INSTITUTIONS CATALOG DIRECTORY 


1801 PRAIRIE AVE. 


. _ CHICAGO 16, ILL. 


newsdealers, had the unusual expe, 
rience of being upbraided by news. 
dealers for not supplying enough 
copies—the same newsdealers who, 
the day before, had told him con. 
temptuously, “Nah, this thing’] 
never go.” 

The rest of the story is reason. 
ably well known. Distribution ex. 
panded fast. The decision was made 
to take advertising. Subscriptions 
were added—although 650,000 of 
its weekly circulation is still news. 
stand, a fact which enables Cowles 
to say proudly that the pocket-size 
baby sells more copies each day 
than any magazine except Collier's, 
Life, Look and Saturday Evening 
Post. 


ws Some of the publishing execu- 
tives who solemnly commiserated 
with Cowles on the likely fate of 
Quick now tell him that it may 
well reach 3,000,000. Exactly where 
Quick’s top is, no one now knows, 
In the magazine business, the sec- 
ond quarter is traditionally lower 
than the first quarter, circulation- 
wise. But Quick’s second quarter 
in 1950 was better than its first, 
and its third is the best in its his- 
tory—from which the company de- 
duces that Quick will keep right 
on growing. 

The magazine is set up for news; 
it has a late closing date, and it’s 
printed in three places—Dunellen, 
N. J., Chicago and Los Angeles. 
Despite the heavy promotion and 
sales expenses (once the company 
decided to sell advertising) charged 
to it, the magazine is now in the 
black. 


a Some of its newsstand success is 
charged to the fact that the com- 
pany, and American News, were 
able to get counter display for the 
little magazine, usually right by 
the cash register. Special display 
racks were designed for it, all 
aimed at counter space. Quick is 
now actually on sale at 75,000 
places—and usually on the counter. 

To stimulate its sale, the com- 
pany uses three racks, a conven- 
tional one of wire, two of wood for 
certain supermarkets and chain 
stores. In addition, it has a flashy 
clear plastic counter display with 
a coin well which is used for top 
hotels, etc., but not generally dis- 
tributed—largely because it costs 
the company $2.50. 

And, in a couple of months, 
Quick will begin using automatic 
vending machines, mostly in loca- 
tions removed from newsstands. 
But these are incidental; the com- 
pany is convinced that Quick has 
grown, not because of devices, but 
because it fills a need and renders 
a service to the public. 


Schwimmer & Scott 
Appointed to Handle 
Glaser Ad Campaign 


Cuicaco, Sept. 14—Glaser, Cran- 
dell Co., which markets Everbest 
preserves and Derby mustard and 
sauces nationally, has appointed 
Schwimmer & Scott to handle its 
advertising. 

The company’s new campaign, 
which probably will start in about 
a month or six weeks, will employ 
newspapers in major markets 
throughout the country. 

The .shift to newspapers—ex- 
cept for some trade advertising the 
entire budget will be spent in 
newspapers—represents a change 
in strategy by Glaser, Crandell. 
Formerly, the company had used a 
portion of its promotion budget for 
magazine advertising. 

Earle Ludgin & Co. formerly 
handled the account. 


Covell Rejoins Louttit 

Walter Covell has rejoined T. 
Robley Louttit Inc., Providence, 
R. I., agency, to be in charge of 
television. When he was with the 
agency before, he served as an ac- 
count executive. Prior to his re- 
turn to the agency, Mr. Covell had 
his own radio show over WPRO, 
Providence, 
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What makes a newspaper great? 


rt) S TELL ME, MR.JONES...WHEN 
*/ DID YOU START FEELING LIKE 
DEWEY KEPPLER ?” 


The most comic case of galloping 
schizophrenia since Jekyll met Hyde 
currently involves a solemn, owl-eyed 
Minneapolis Star and Tribune col- 
umnist, Will Jones, and a brooding, 
bow-tied bumpkin, Dewey Keppler, 
who makes frequent and hilarious 
guest appearances in Jones’ column. 

Is Jones really Keppler? Is Keppler, 
who claims to be Jones’ next-door- 
neighbor, actually an alter ego of 
Jones? The problem is puzzling the 
largest newspaper audience in the 
Upper Midwest. 

Admittedly Keppler looks like 
Jones. But veteran students of the 
Jones column in the Minneapolis 
Tribune profess to find subtle differ- 


ences in the character and outlook of 
the two (?) men. 

Jones writes of plunging necklines 
with simple enthusiasm. Keppler the 
Scientist ponders at length the prob- 
able result if the occupant of the low- 
cut dress should sneeze. 

Jones the Optimist loves gadgets: 
once tipped a coin machine two bits 
for good service. Keppler the Cau- 
tious mistrusts modern inventions, 
drew all his money out of a bank 
whose ‘‘weather ball’’ advertising sign 
blinked no change, rising temperature 
and precipitation all at the same time. 
Bankers shouldn’t shilly-shally, claims 
Keppler. 

Jones is given to snap judgments, 
once got himself deluged with Swiss 
cheese by blithely claiming Ohio’s 
product better than Wisconsin’s and 
arousing the competitive instincts of 
each state’s rival cheese-makers. 
Keppler is a worrier. He broods darkly 


‘over the awful future of imported 


cinema sirens when “Hollywood runs 
out of plots calling for well stacked 
babes with thick accents.” 


3 


Jones likes the novel approach: his 
movie review of The Reformer and the 
Redhead was contrived from com- 
ments by an authentic redhead and a 
local reformer who attended the pic- 
ture with him. Keppler is a tradi- 
tionalist. He loves the Ritz brothers, 
especially Groucho. 

While thousands of reader-families 
await the verdict, a thoroughgoing in- 
vestigation of the Jones-Keppler per- 
sonality problem is under way by the 
Minneapolis Star and Tribune, the 
best-read, best-liked, most-enjoyed 
newspapers of the great 225 county 
area called the Upper Midwest. A 
complete report should be issued any 
year now. 


Minneapolis . 
Star zxd Tribune 


EVENING MORNING & SUNDAY 


600,000 SUNDAY + 475,000 DAILY 


JOHN COWLES, President 
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NAMP Meeting 
Stresses Role 
of Magazines 


(Continued from Page 1) 
and it appears they may stay 
there. It also appears that the in- 
crease, which averaged 45%, 
will probably be spread out, in the 
case of second class, over a three 
to four-year period. 

Parper—Mills are working at 
capacity, and until there is some 
slackening of demand, there seems 
no possibility of lower prices. 
Prices for spot purchase continue 


| to spiral, and attention was again 
drawn to the discrepancy between 

_the earnings of paper companies 

and those of publishers (AA, June 
19). 

| 


-@ Pusuic Service—The participa- 
| tion of magazines in the savings 
| bond campaign has dropped some- 
‘what, although 925 publications 
' are still carrying ads. Bond sales 
have also declined, and are cur- 
rently off about 8%, although some 
$3.8 billion were sold in the first 
eight months of 1950. Publishers 
| were urged to reconsider their 
plans by Bernard Barnes of Time 
Inc., NAMP’s representative on 
| the bond drive, who called pub- 
| lishers’ participation “a clear-cut 
| demonstration of the ability of 
magazines to perform in the pub- 


lic interest.” 


. . 


Advertising Age, September 18; 1659 


lishers (AA, March 6) have shown 


| being sent to mayors and chiefs 


CiRcULATION—Plans are still be-| (1) that the plan is feasible; (2) | of police shows an enviable rec. 


ing made for an out-of-mail test 


in Albany, with 38 magazines (56,- | 


000 subscriptions in the area) 
tentatively lined up to participate. 
Other magazines may join the 
test. The committee is particular- 
ly interested in having some con- 
trolled circulation business papers 
involved. Costs will be appor- 
tioned among publishers in the 
same ratio as postal costs, with 
each publisher assuming the cost 
of getting his copies to the city 
or cities used. Copies are to be de- 
livered unwrapped and unlabeled. 


s-Benjamin Allen, of Curtis, re- 
ported that the tests on out-of- 
mail delivery run by his company 
in cooperation with other pub- 


| that the handling of the copies is 


better than that of the post office; 
and (3) that the cost is higher 
than present mail costs, but not 
higher than the increases which 
have been discussed. Mr. Alle 
also reviewed the central registry 
situation, emphasizing that, al- 
though violations have appeared 
and Central Registry has had to 
assess $1,550 in penalties on mem- 
ber agencies, complaints have 
been relatively few and CR is 
functioning as it was designed to 
function. “More has been ac- 
complished in the past year than 
in the seven preceding years,” he 
told the meeting. 

Lowell Shumway, McCall’s, told 
the group that a new mailing now 


There are some interesting figures out here, too. For in- 
stance, retail sales in North Dakota were up $20,000,000 
in 1949 over the previous year. Farm income in 1949 
exceeded 500 million dollars. And nine out of every ten 
city, rural and farm homes in North Dakota are reached 
by a well-read North Dakota daily newspaper, covering 


a market you can’t afford to overlook. 


THE 


FARGO FORUM 


GRAND FoRKs HERALD 
JAMESTOWN SUN 


MANDAN DAILY PIONEER 
MINOT DAILY NEWs 


VALLEY city TIMES-RECORD 


BISMARCK TRIBUNE 
PEVILS LAKE JOURNAL 


|ord of accomplishment, certified 
by the National Better Business 
Bureau. This report, covering 409 
cities, and covering 9,000 visits by 
field crews, shows that in 92% 
of the cases, no serious complaint 
resulted. 

Restrictive ordinances still ham. 
per the work of the crews, but 
NAMP was told that this situation 
has improved, and Mr. Allen 
called attention to the case now 
pending in Louisiana, where the 
state and the Keystone Agency 
are in litigation. Mr. Allen said 
both the state and the agency 
(supported by NAMP) intend to 
carry the case to the U. S. Su- 
preme Court, no matter what the 
outcome. NAMP is repeatedly urg- 
ing better conduct to field crews, 
and it finds the ordinance situation 
improving. It is also beginning to 
work with law enforcement of- 
ficers’ associations, and hopes to 
have model ordinances drawn up. 


a S. O. Shapiro of Look, pinch- 
hitting for F. D. Pratt of Time Inc., 
outlined plans for a contest in 
designing magazine display racks 
to be conducted through Architec- 
tural Forum. The contest, whose 
eventual approval or disapproval 
is to be decided by an NAMP com- 
mittee, is aimed at encouraging 
architects and builders to study 
better ways of displaying maga- 
zines. Classifications eligible for 
prizes are: drug stores, supermar- 
kets, terminals and cigar stores. 
Top award is $1,000, with a num- 
ber of smaller prizes. The tenta- 
tive cost of the project, which sev- 
eral members of the audience rep- 
resenting distributing organiza- 
tions thought low, was set at $15,- 
000. 

AccounTING—N. O. Wynkoop, 
controller of McGraw-Hill Pub- 
lishing Co., and Theodore Gloisten, 
American Home Magazine Corp. 
controller, outlined to the business 
management session a pilot study, 
to be conducted to establish an 
accounting manual for the maga- 
zine business similar to those in 
use in other industries. The man- 
ual will outline account classifica- 
tions, provide a decimal or symbol 
system for uniformity, and be 
flexible for use by all publishers, 
regardless of size. The study would 
give publishers comparative costs 
through uniform accounting pro- 
cedures. Mr. Gloisten underlined 
the importance of accounting by 
reporting that while price levels 
since 1939 have moved up 70% 
for consumers and 115% for 
wholesalers, publishers of con- 
sumer magazines have kept in- 
creases to 5%, and business pub- 
lications to 14%. 


ws OuTLOOK—Dexter M. Keezer, 
McGraw-Hill economist, pointed 
out the coming inflation, which 
appears drastic and devastating 
to him, largely because Congress 
has not provided tax controls. He 
sees no relief through an excess 
profits tax, which he believes en- 
courages extravagance; he believes 
excise taxes are better. He termed 
an excess profits tax “politically 
impossible to prevent,” but noted 
that an excess profits tax tends to 
stimulate inflation through reck- 
less expenditure. He forecast a 
period of rising costs to magazine 
publishers. 


Moodie Joins Geyer, Newell 
Bennett Moodie, formerly copy 
chief on consumer accounts at 
Geare-Marston Inc., Philadelphia, 
has joined the copy department at 


Geyer, Newell & Ganger, New 
York. 
When you Remember 
need WM. F. RUPERT 
Comp'tler of NATIONAL 
RECENT BIRTH LISTS EXCLUSIVEL 
BIRTH for the past 55 years. 
90 Fifth Ave., New York 1! 
LISTS OR 5-3523 
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tf it's not there.. 


Does your company sell 100% of your prospects . . . or 


do you know of any company that does? 


Probably not... for no matter how good your product 
is and how hard your salesmen work, they can’t sell 
everybody. There’s bound to be a certain percentage of 
good prospects missed . .. men who need and would use 


your product, but for some reason haven’t bought it. 


In the publishing business we’re not perfect either. We 
all know that there are men who should and would read 
certain industrial publications, but they’ve not sent in 
a subscription. Perhaps they just “don’t get around to 
it’”’...or they don’t see subscription salesmen... or 
they only recently moved into their present positions. 
But we also know that a great many of these men will 
read the publication if it contains the editorial “meat” 


they want, and it is made available to them. 


That’s why all Penton publications, regardless of their 
manner of distribution, consider it of prime importance 


that the publication be available in the right places. 


That’s why over half a million dollars has been spent to 
develop the Penton Continuing Census of Metalwork- 
ing. It provides up-to-date information on all 50,000 
metalworking and metalproducing plants: name, loca- 
tion, products made, operations performed, number 


employed, sales volume, design data and foundry data. 


ene can't read it! 


Such complete information is the key to an effective 
circulation job. With it markets can be analyzed and 
evaluated so that the industrial publisher can: 


... screen “low potential” plants 
... cover all worthwhile plants 


... determine how many copies are 
needed in each plant to be sure the 
publication is available to key men. 


No matter how good a publication may be, if it’s not 
there, your prospect can’t read it. But if effective circu- 
lation control has made a well edited publication 
available, it will be read by a high percentage of the 
men you want to reach. 


Ly, 


All Penton publications benefit from a continuing 
research program which helps them to make sure that 
sufficient copies of the magazine are available to the 
right men in the right places. That’s our way of making 
sure that every advertiser receives his money’s worth 
in worthwhile prospects. 


If you would like more complete information on any 
Penton publication, your request will receive prompt 
attention. 


™ PENTON company 
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Federal Controls 
on Instalment 
Buying Are Back 


(Continued from Page 1) 
For automobiles, the limit 


,machines and dryers, sewing ma- 
chines and vacuum cleaners, air 

conditioners, dehumidifiers, radios, 
TV sets, phonographs and combi- 
nations, 15% down, 18 months to 
pay. Household furniture, bed 
|springs, mattresses, lamps, soft 
| surface floor coverings, 10% down, 
| 18-month limits. Household repairs 
'and alterations, 10% down, 30- 
month limit. Charge accounts and 


| 


is one-payment loans, no control. 
one-third down, 21 months to pay. 


Cooking stoves, dishwashers, re-|# With the signing of the Defense 
frigerators and freezers, washing | Production Act, President Truman 


Ger Spor Arre 


Low cost Phosphate Coated Steel Frames in 

a wide range of sizes. Poster cards quickly 

ya i yw’ s — A fay 
down, it's :> Push up 


Write today for 
YARDER MFG. CO., 


NTION 
. FOR YOUR AD/ 


“TRUK-Al AD” 


a6 PHILLIPS AVE., TOLEDO 12, 0. 


YARDER 


parceled out assignments, and in- 
dicated the general policies that 
the government will follow. Price 
and wage stabilization was vested 
in a new independent agency, to be 
known as the Economic Stabiliza- 
tion Agency. 

Controls over materials and com- 
modities were parceled out to sev- 
eral existing agencies: 

Over-all supervision of defense 
production to W. Stuart Syming- 
ton, chairman, National Security 
Resources Board, acting as repre- 
sentative of the President. 

Minerals, power and fuels to the 
Department of Interior. 

Food, farm equipment and com- 
mercial fertilizer to the Depart- 
nent of Agriculture. 

Allocation of other commodities 
and materials, to the Department 
of Commerce. 

Transportation to Interstate 
Commerce Commission. 

Expansion of industrial capacity, 
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and increased production of stra- 
tegic materials, plus responsibility 
of all agencies, together with the 
military agencies, to General Serv- 
ices Administration and Federal 
Reserve banks. 


# Mr. Symington’s assignment in- 
volves refereeing the conflicts over 
jurisdiction that inevitably result 
from dividing responsibility in the 
allocations field. 

On the opening of business Mon- 
day, the Department of Commerce 
announced that its control pro- 
gram will be vested in a National 
Production Authority, directed by 
William Henry Harrison, president 
of International Telephone & Tele- 
graph Co. The Department of In- 
terior was completing plans for a 
special unit to handle minerals, 
power and fuels production and al- 
locations programs. The Interstate 
Commerce Commission reported it 
would soon issue orders re-intro- 


Oil Burners 
are Hot Stuff on 
WFBR in Baltimore 


Penetr ree dae. lee ea eee hie ates 


$60 a week spent on spots on WEBR’: s  "Naeniiniy 


in Maryland” Show is bringing in $1500 per week in. sales of oil - 
burners for the Cumberland Coal Co. of Baltimo fe 


Cumberland Coal Co. 


of Baltimore sells 


Timken Silent Automatic Heating Systems. 
They wanted to sell more. In January of this 
year they bought one minute spots on 
WFBR’s great ‘Morning in Maryland’ Show 
... to the tune of $60 a week. 


They gave away no diamond rings, no trips 
to Europe. All they did was tell people, on the 
right station, at the right time, on the 
right program, about their product. 


On June 29, they wrote to tell us they’re 


averaging $1500 a week in sales from this $60 
per week investment. And this is the only 
radio time and station they’re using! In the 
same letter, they informed us they are doubling 
their schedule—still on ‘‘Morning in Maryland” 
— to include room air conditioners. 


*‘Morning in Maryland” is a WFBR “‘home- 


grown” show — conceived, 


produced and per- 


formed in WFBR’s studios. There are other 


WFBR “home-growns,” 


too—with equally 


impressive sales stories. And they all add up 
to this: in Baltimore, the right station is: 


ABC BASIC NETWORK * 5000 WATTS 
REPRESENTED NATIONALLY BY JOHN BLAIR & COMPANY 


IN BALTIMORE, 


M D. 


ducing wartime steps to speg 
movements of freight cars. 


a By mid-morning Monday, Mp 
Harrison and Secretary of Com. 
merce Charles Sawyer were mee, 
ing with a newly organized sted 
industry advisory committee. Th 
following day, key executives fron 
the copper industry were called jy 
to discuss supplies of this highl 
critical nonferrous metal. Th 
meetings were described as “pre 
liminary.” For the moment, rubbe 
is the only commodity subject 4 
usage limitation. 

The Commerce Department wa 
concentrating on three immediak 
steps to speed mobilization: 

1. Restoration of controls q 
exports of scarce materials ani 
equipment. 

2. Inventory limits to stop fran 
tic industrial hoarding of steel 
copper, lead and other critica 
materials. 

3. A general priority to give mil4 
itary orders an advantage ov 
civilian goods. 


ws In the fight against inflation, th 
administration was hopeful tha 
credit controls, the impending in 
crease in income taxes, and volun 
tary “self-control” would elimi 
nate the unusual demand for f 
and durables which has been evi 
dent throughout the summer. 

With retail sales still 10-15 
above last year’s level, Presiden 
Truman appealed to housewive 
“not to buy more than you need. 

In a radio address to the natio 
he declared: “We must put o 
buying whatever we can.” 

The new Economic Stabilizatio; 
Agency is to halt wage and pri 
inflation by “encouraging and pr 
moting voluntary action.” 

It is also authorized to establi 
price ceilings and stabilize wag 
and salaries “where necessary.” 


a To underscore his_ intentio 
President Truman ordered busi 
ness men to retain records of thei 
prices for the period May 24-Ju 
24. The order does not apply 
newspaper, magazine, radio, 

and outdoor rates, however, whic 
are specifically exempt from sec 
tions of the Defense Productio: 
Act, authorizing price control 
Rates and fees charged for prof 
sional services also are exempt. 

The President’s policies on wag 
and prices shape up this way: 

Business men: Where costs ai 
up, price increases should not ex 
ceed the amount of the rise i 
cost; where profit margins permi 
the increase should be absor 
Where increases have already 
made without being justified b 
higher cost, prices should be 
duced immediately. 

Wage earners: Do not ask f 
wage increases beyond what i 
needed to meet the rise in the c 
of living. 

The President asked business 
men to make a special effort to 
keep their inventories down. The 
government worked this week 
without any reliable indicator 0 
the state of business inventories. 


a The best available figure was it 
a report covering the month d 
July. It showed over-all inven 
tories down  $800,000,000 fro 
June; as consumer buying outpaced 
production. 

Retail inventories were off $400, 
000,000, almost all_the change be 
ing in the automotive lines. Build 
ing materials, home furnishing 
and jewelry stores came throug} 
the month with inventories sta 
bilized at June levels. 

Among non-durables retailers 
drug stores, apparel, food and gen 
eral merchandise stores all showé 
moderate reductions in inventories 
eating and drinking places regis 
tered increases. 

Manufacturers and wholesale 
also reported reductions in if 
ventory amounting to $200,000,0 
each. 
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IN CHICAGO 


e First in Retail with 
1,075,517* LINES 


e First in General with 
1,020,703 LINES 


CHICAGO DAILY NEWS e First ‘in Total with 


2,096,220° LINES 
PRINTS MAQRE yee ristNG WHICH WAS 


AD 
GROCERY 778,807 MORE LINES 


CHICAGO NEWSPAPER— mee — Daily 
MORNING, EVENING OR SUNDAY 


Source: Media Records, Inc. * Liquor Lineage omitted 


CHICAGO DAILY NEWS 


For 75 Years Chicago’s HOME Newspaper 
JOHN S. KNIGHT, Publisher 
DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 


* NEW YORK OFFICE: 9 Rockefeller Plaza * LOS ANGELES OFFICE: Story, Brooks & Finley Inc., 624 Guaranty Bldg. 
* DETROIT OFFICE: Free Press Building * MIAMI OFFICE: Horace E. Loomis & Sons, 1524 N. E. Second Ave. 
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ARF Summarizes 


Farm Studies; 
Full Pages Lead 


New York, Sept. 15—Advertis- 
ing Research Foundation has is- 
sued the first in a series of bul- 
letins to report findings of its Con- 
tinuing Study of Farm Publica- 
tions. 

The bulletin treats 12 farm pub- 
lications with an analysis of 147 
advertisements in the automotive 
group. The group includes ads 
for automobiles, trucks, tractors, 
tires, equipment, accessories, parts, 
gasoline and oil products. 

According to the bulletin, the 
20 top-scoring ads attained a 77% 
average with men and 58% with 
women. When the scores of the 
entire 147 advertisements were 
averaged, men had a 35% average 
and women 22%. 


s Results of the study showed 
that the top-ranking ads shared 
many similarities: 

19 occupy full pages (one is a two-page 
spread). 

20 have one or more photographs or 
realistic drawings. 

20 have one or more pictures of people 
in action. 

20 have one or more pictures of vehicles. 
17 have one or more pictures of farm 
scenes. 

19 have one or more large pictures. 

16 have more than one picture. 

17 show the product or products in use. 
20 tell how products can help the 
farmer. 

20 have one or more large headlines. 

19 name products in the headline. 

14 have more than one headline. 

15 have a verb in the main headline. 
15 have a statement or claim in the 
main headline. 

16 have more than one copy block. 

15 have 200 or more words of copy. 


w The study was based on adver- 


$700 Million 
Market! 


This rich market is more easily 
sold when you advertise in 
rural New England's favorite 
farm paper — New England 
Homestead. 


Local influence and editorial 
prestige are the two impor- 
tant reasons that make 
Homestead advertising ef- 
fective. More than 145,000 
farm family subscribers 
have complete confidence 
in what they see and read 
in the Homestead. 


When making sales plans for 
“*New England R.F.D."’ be sure 
to include an advertising cam- 
paign in the Homestead. 


Write us for further 
information, today. 


| tising which appeared in the fol- 
lowing magazines: California 
Farmer, The Farmer, Kansas 
Farmer, Ohio Farmer, Poultry 
Tribune, New England Home- 
stead, Progressive Farmer (Texas 
edition), Prairie Farmer, South- 
ern Planter, Successful Farming, 
and Wallaces’ Farmer & Iowa 
Homestead. 

The bulletin emphasizes that 
size was an important factor in 
gaining reader attention as shown 
by the study. Results indicated 


that high ratings were recorded 
for ads which were half-page and 
above in size. 

The foundation will distribute 
5,500 copies of the bulletin to ad- 
vertisers, advertising agencies, 
farm publications and colleges and 
universities. The bulletin has 
been designed to supplement the 
foundation’s reports on individual 
farm publications and to provide 
additional information for prepa- 
ration of farm publication adver- 
tising. 


n 


Advertising Age, September 18; 1959 


Costs involved in preparing and 
distributing the bulletin will be 
absorbed by the Agricultural 
Publishers Assn. The association 
and its 30 member publications 
have contributed approximately 
$300,000 since 1944 in support of 
the study. 


Phillips Petroleum Names 
Cleveland PR Director 

Chester W. Cleveland, former 
editor of Magazine of Sigma Chi 
and the Quill, has been appointed 


to the newly created position gf 
director of public relations 
Phillips Petroleum Co., Bartles. 
ville, Okla. 

The company’s public relations 
department has been renamed the 
advertising department. R. C. Jop. 
ling, formerly vice-president of 
public relations, has become vice. 
president of advertising and con. 
tinues in charge of the company’s 
Washington office. F. L. Rice, for. 
merly manager of the public rela. 
tions department, has been made 
manager of the advertising depart. 
ment. 


T hink of the buying power that makes! 


And that’s just for August. 


Every month is a big farm income month in 
Michigan. Here, farmers produce a wider variety 
of crops... therefore, have crops going to market 


every month. There’s your reason for their big, 


,. Another big Month 
ia steady MICHIGA 


—_— 


month-after-month buying. 

Add up all these advantages—big market... 
steady market...a market covered by ome 
publication—MICHIGAN FARMER. Pu 
MICHIGAN FARMER first in your advertisin 


plans. It’s first in influence in Michigan. 


Adver 
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United Signs TV Series 


United Air Lines, through N. 
w. Ayer & Son, Chicago, is spon- 
soring a series of 15-minute post- 
game television programs in four 
major cities during the fall foot- 
bal! season. The programs, sched- 
uled for Los Angeles, Seattle, Chi- 
cago and Washington, will follow 
games played by the Los Angeles 
Rams, University of Washington, 
Notre Dame and major eastern 
games played at the nation’s cap- 
itol. United is continuing a pro- 
gram of six 20-second TV spots 
a week in San Francisco. 


Advertising Age, September 18, 1950 


Anthony Promotes Two 


Earle C. Anthony Inc., operator 
of KFI and KFI-TV, Los Angeles, 
has promoted Kevin B. Sweeney 
from sales manager to general 
sales manager of the radio division. 
John Bradley, formerly a KFI-TV 
account executive, has been named 
to the newly created post of assist- 
ant sales manager for the Anthony 
organization. 


Maurer Names Buchanan 


J. A. Maurer Inc., Long Island 
City, N. Y., manufacturer of 16mm 


cameras, recording equipment, ra- 
dar components and special TV 
equipment, has appointed Buchan- 
an & Co., New York, to handle its 
advertising. Business papers and 
direct mail will be used. J. M 
Hickerson Inc., New York, former- 
ly had the account. 


Increases Ad Rates 

Air Conditioning & Refrigeration 
News, published by Business News 
Publishing Co., Detroit, has in- 
creased its b&w page rate from 
$5.60 per inch to $6.80 per inch, ef- 
fective with the Nov. 6 issue. 


Quigley Names Levy 

Raymond Levy has been named 
to the executive staff of Quigley 
Publishing Co., New York, pub- 
lisher of Motion Picture Herald, 


*| Motion Picture Daily, Motion Al- 


manac and Fame. 


Elects Lee Klemmer V. P. 


Lee Klemmer, in the New York 
office of Modern Medicine, pub- 
lished by Modern Medicine Pub- 
lications, Minneapolis, has been 
elected vice-president of the com- 
pany. 


(3 re 


Steady Buying Power—Look at the month-after-month 
steadiness of Michigan farm income. Just as unique is the 
same steadiness over the last 100 years. Few other states 
are like it. Two that do match it are Ohio and Pennsylvania, 
served by THE OHIO FARMER and PENNSYLVANIA 
FARMER. Ask for the facts on all three. Write to Y1013 


Rockwell Ave., Cleveland 14, Obio. 


* Based on 3-year (1947-48-49) cash receipts from farm marketings. 


Source: U.S.D.A. Farm Income Situation. 


Mey June July ‘Aug. Sept. Oct. Nev. Dec. 


Michigan Farmer, East Lansing — The Ohio Farmer, Cleveland 


Pennsylvania Farmer, Harrisburg 


SELL 
and you 
SELL 


through = 
PARENTS’ macazine 


1,200,000 circulation 


MOTHERS!... 

America’s biggest buyers 
— your best customers! 
PARENTS’ reaches twice as 
high a percentage of mothers 
as any other magazine — 
more persons per reader- 
family than any other maga- 
zine! The typical PARENTS’ 
mother buys for an average 
family unit of two adults 
and two children. 


FATHERS!... 

Parents’ Magazine hasa 
higher percentage of father- 
readers than any other mag- 
azine. 


CHILDREN! ... 

Parents’ Magazine families 
have well over 2,400,000 
growing children of all ages. 


Product Consumption 


FOOD... Families with children 
spend on the average 40.5% more 
for food than families without 
children—a $24,482,000,000 mar- 
ket annually! 


HOUSEHOLD FURNISHINGS 
... Families with children spend 
on the average 65.5% more for 
household furnishings than fami- 
lies without children—a $4,751,- 
000,000 market annually! 


HOUSEHOLD EQUIPMENT 
... Families with children spend 
on the average 86.1% more on 
household equipment than fami- 
lies without children—a $1,361,- 
000,000 market annually! 


CLOTHING AND ACCESSORIES 
... Families with children spend 
more on clothing and accessories 
than families without children 
—a $12,825,000,000 market 
annually! 


DRUGS. . . Families with chil- 
dren spend more on drugs and 
drug store products than fami- 
lies without children—a $776,- 
000,000 market annually! 


RECREATION . .. Families with 
children spend on the average 
58.4% more on recreation than 
families without children—a 
$4,692,000,000 market annually! 


.--in fact, FAMILIES WITH 
CHILDREN spend more on 
virtually all products and 
services than families without 
children — an $89,400,000,000 
market! 


Ask about the PARENTS‘ 
MAGAZINE COMMEN- 
DATION SEAL to pro- 
mote extra sales for 
your product. 


PARENTS’ MAGAZINE 


52 Vanderbilt Avenue, New York 17 
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Institutional Advertising 


Fortune’s blast—and it was a blast—at institutional advertising 
designed to “sell the American way” will not be popular in many 
circles. No “blast” ever is. 

But most people in advertising, including a good many who have 
written or paid for such institutional advertising, will agree that the 
Fortune article says a good many things that have badly needed say- 
ing, and that it will serve a useful purpose in creating additional 
discussion and thought on a subject which can well stand both dis- 
cussion and thought. 

In general, we agree with Fortune’s criticisms of the net value of 
what has been done, and particularly its criticism of copy which talks 
pretty much to itself. We do not believe that the need for, nor the 
value of institutional advertising of this kind can seriously be ques- 
tioned; but we do believe that in some instances it is obviously better 
to say nothing than to say the wrong thing. 

In fact, the outstanding criticism of all institutional advertising 
designed to sell the American way (as we have attempted to point 
out on numerous occasions) is that in too many instances business 
has seized on the advertising method as a panacea for its ills. Too 
often, business management has assumed that it has solved its pub- 
lic and employe relations problems by engaging in an advertising 
campaign, or an employe or public relations campaign. 

Faced with a whole set of problems which are extremely trouble- 
some and apparently incapable of easy solution, too many businesses 
have turned to the advertising method as a ready-made, easy-to- 
take solution to all their problems. 

The fact is, of course, that the employe and public relations prob- 
lems facing business and industry are larger than advertising and 
publicity. They are basic problems, in which advertising and pub- 
licity can be brought to bear, but they cannot be solved by advertis- 
ing or publicity. 

In this area, as much as in the area of product selling, advertising 
must obviously have something acceptable to sell. The biggest adver- 
tising campaign ever conceived could not sell detachable starched 
collars when their day was ended, and it is safe to assume that the 
biggest appropriation in the world could not now sell a 12-hour 
standard work day or a “public be damned” philosophy. 

In this area as in all others, advertising can help enormously to 
popularize and explain an acceptable “product”. Without such a 
product, advertising is—and always has been—helpless. 


Improvements in the Graphic Arts 


The Graphic Arts Exposition now on view in Chicago—the first 
to be held since 1939—should provide a welcome and much needed 
stimulus to improvements in the graphic arts field. 

After a period of several decades in which only modest technical 
advances were scored in this important field, events of the past five 
or six years have conspired to hasten a catching-up process, the 
fruits of which are just now beginning to appear. = — 

Already there are indications that revolutionary developments 
are in process—developments which may result in major changes in 
production of printed matter, and which may also result in new ideas 
about the cost of various kinds of processes used by publishers, 
printers and advertisers. 

To most publishers and most advertisers, the promise of new 
and better methods of mass communication through the printed word 
is exceptionally welcome. If they live up to their advance pub- 
licity, they should result in better publications, more effective ad- 
vertising and a considerable improvement in the ability to transfer 
thoughts and ideas from one mind to another. 


Advertising Age, September 18,',1959) 
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—Wall Street Journal 


What They're Saying 


The Military Dollar 

Approximately $90 billion was 
appropriated and spent for the 
military functions of the Depart- 
ment of Defense for the fiscal 
years 1946 to 1950. Of this, ap- 
proximately $42 billion, or 45%, 
went to pay for the cost of liqui- 
dating many of the expenses of 
World War II, most of this sum 
having been spent during 1946 
when our nation was speeding its 
demobilization and reducing its 
armed forces from 12,000,000 men 
to the peacetime level of 1,500,000 
men and women... 

After deducting such liquida- 
tion costs, the remaining total 
available for postwar needs of the 
armed forces was approximately 
$48 billion... [A] breakdown in- 
dicates that two of each five de- 
fense dollars were spent on mili- 
tary personnel costs such as pay, 
food, clothing and transportation. 

One and one-quarter of each 
five defense dollars went for over- 
head costs such as maintenance 
and operation of aircraft, ships, 
installations, and other such nec- 
essary expenses. 

This means that substantially 
more than half of our defense out- 
lay—approximately $3.25 from 
each $5—was paid out just to keep 
our manpower fed, clothed, housed, 
paid, and our equipment main- 
tained. 

One of each five defense dollars 
has been spent for such essential 
activities as research and develop- 
ment of new weapons, mainte- 
nance of the National Guard and 
Reserves, administrative work and 
classified projects such as the 
atomic bomb tests... 

Less than one dollar of each 
five defense dollars—approxi- 
mately 75¢—has been used to pro- 
cure weapons, ships and planes. 


—From Letter dated Aug. 25, 1950, 
to His Constituents from Rep. Sydney 
R. Yates of Illinois. 


Voluntary Cutbacks 

It can hardly be expected that 
cutbacks in civilian output will 
be accomplished by voluntary ac- 
tion of manufacturers. For even 
with the best will in the world 
(overlooking, if we can, competi- 
tive forces concerned with con- 
trolling markets) voluntary -cut- 
backs can create only confusion in 


production. 

The same materials and similar 
parts and components go into 
many different products. We can- 
not expect that the various man- 
ufacturers at any stage of produc- 
tion will voluntarily make the 
same kind of decisions on what is 
most needed for military priority 
and which civilian needs are more 
essential than others. Nor is it 
fair to expect business men to 
make such decisions. 

The only logical requirement 
society can make of business is 
that it operate in the most effi- 
cient fashion and on those products 
with the highest profit potential. 
Hence, although there is reluctance 
at present to introduce economic 
controls, the demand for controls 
is bound to become more insistent 
as the necessity for them becomes 
more obvious. 

The chances are that faltering 
in the introduction of controls 
and too much experimentation 
with voluntary priority systems 
will delay the output of military 


goods, and eventually reduce 
civilian consumption more than is 
necessary. 


The alternatives to economic 
controls, proposed in some quar- 
ters, would lead ultimately to the 
same results as the absence of 
controls, perhaps even more quick- 
ly. The gist of these proposals is 
to reduce consumer demand im- 
mediately by heavier taxation 
“down the line” to include all 
levels of consumer income. 

The rationale for such proposals 
is that it reduces the inflationary 
danger and simultaneously helps 
balance the budget. Also, they for- 
get to add, it cuts the ground from 
the mass markets needed for sus- 
tained prosperity now and later, 
in the absence of large military 
budgets. 


—Washington Memogram from the 
national office of the New Council 
of American Business. 


Come and Get Me 

WANTED: Girl to go on beach 
parties. Good health, hearty spirits 
desirable, but not imperative. 
Knowledge of Queens geography 
essential so she can call for me and 


take me home. Call immediately. 
—-From Benton & Bowles Bulletin, 
house organ for the agency’s New 
York office. 


Rough Proofs 


American Tobacco Co. says its 
most effective slogan, “Be happy— 
go Lucky,” kicked around its of- 
fices for years. 

Just a happy-go-lucky outfit. 


Maybe the reason A. T. Co, 
didn’t use the “Be happy—go 
Lucky” slogan sooner was because 
Walter Winchell reported the com- 
pany paid a volunteer idea man 
$25,000 on the spot for suggesting 
it. 

a 


Ever since the courts began 
awarding judgments for misap- 
propriation of advertising slogans 
and such, big advertisers and 
agencies have been crawling into 
their storm cellars when ap- 
proached by people with “wonder- 
ful new ideas” in their brief-cases, 


Kipling insisted everybody from 
Homer with his bloomin’ lyre to 
himself appropriated other peo- 
ple’s ideas, but everything used in 
advertising must ‘be the legal 
equivalent of virgin wool. 


Bill Boyd may get a kick out of 
the current definition of a one- 
legged lady of unquestioned virtue 
as a Hopalong chastity. 


Mr. Muntz, the TV tycoon, says 
he’s going to build a small car to 
sell for $5,000. He seems deter- 
mined to live up to his erstwhile 
madman reputation. 


Residents of Los Angeles would 
enjoy rereading Dana’s “Two Years 
Before the Mast,” and recalling the 
picture of Pueblo de los Angeles 
in 1835. 


According to Mr. Dana, San 
Diego, Monterey and San Francis- 
co were the only cities in the Span- 
ish province of California 115 
years ago which were worthy of 
the name. 


Baseball players say they would 
like to share the pot of gold at the 
end of the TV rainbow. About the 
only people who haven’t yet found 
it are the broadcasters. 


Add_ this-is-where-I-came-in 
dept.: Frank Leahy is already wor- 
rying with readers of his syndicat- 
ed football column over the effects 
of Uncle Sam’s manpower require- 
ments on major elevens, 


Ted Williams, the famous slug- 
ger, may yet turn out to be the 
best pinch hitter the Boston Red 
Sox have ever enjoyed keeping on 
the bench. 


Mr. Kiplinger continues to live 
up nobly to his well-earned repu- 
tation as the national Monday 
morning wet blanket for business 
executives. 


Like a sales manager seeking a 
lad who can bring in the orders, 
boxing moguls are looking to Joe 
Louis to restore the sales oomph 
at the box office. 

Copy Cus 
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One half of the 
Philadelphia Market 
lives outside the city limits 


LATEST CENSUS FIGURES PROVE it’s vital to 
reach the vast, growing Philadelphia suburbs 


out of 
one- 
virtue 


, Says 
car to 
deter- 
twhile 


to cover this Market completely. Population 
in the 13 surrounding counties has increased 
22.7% (6.5% inside the city) and retail sales 
have skyrocketed 206.3% (175.1% in the 
city proper). To make sure you tell your 
story in this prosperous area—with 
intense city-coverage as well—schedule 
THE INQUIRER today ! 
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INQUIRER GIVES INTENSE 
slug- COVERAGE IN THE CITY AS 


ve the 


1 Red WELL AS SUBURBAN AREAS 
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Che Philadelphia Pnguirer 


NOW IN ITS 17TH CONSECUTIVE YEAR OF 
TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


cing a 
“7 . Exclusive Advertising Representatives: 


yomph 


ROBERT R. BECK, Empire State Bldg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., Detroit, Woodward 5-7260 
¥ Ca West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 1127 Wilshire Boulevard, Los Angeles, Michigan 0578 
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Hubbs, Lindenmeyr 
Paper Firms Merge 


New York, Sept. 12—Two of 
New York’s oldest paper compan- 
ies—Charles F. Hubbs & Co., in- 
dustrial specialty paper dealer 
since 1855, and Henry Lindenmeyr 
& Sons, fine paper merchant since 
1859—were consolidated last week. 

The merger was accomplished 
by the formation of a new com- 
pany, the Hubbs Corp., of which 
the two other companies have been 
made divisions. Each division will 
continue operations in its respec- 
tive field and under its own name 
and present officers. 

The move is reportedly the first 
of several contemplated mergers 
to bring together a number of 
local paper companies for more 
efficient and economical opera- 
tions. 

The new corporation, through 
the present consolidation, will 
have branches and warehouses in 
New York, Mineola and Cohoes, 
N. Y.; Newark and Trenton, N. J.; 


THE SOUTH’S — 


a 


HOME MAGAZINE 


EDITED FOR THE SOUTH 
AND ONLY THE SOUTH... 


TAKING YOUR 
ADVERTISING MESSAGE TO 


900,000 


above-average 
Southern homes 


¢ 

J —the 
South's best-loved maga- 
zine, now the South's 
best-looking magazine 
with a new plate size of 
7” x 10-3/16” — new for- 
mat — new type faces — 
new, top-quality paper 
stock — new, far better 
color reproduction — 
new editorial zest! 


USE 710 
SELL THE SOUTH... 
BECAUSE THE SOUTH 


1S SOLD ON... 
HOLLAND’S! 


THE MAGAZINE OF THE SOUTH 
DALLAS, TEXAS - 
Offices in Chicago, New York, Atlante, Noshvilie 


Simpson-Reilly, Ltd., on the West Coost 


Bridgeport, New Haven and Hart- 
ford, Conn., and in Boston. 


s Because of possible future mer- 
gers, only three officers of the 
Hubbs Corp. have been elected. 
They are Richard C. Kettles Jr., 
president of the Charles F. Hubbs 
Co. division, president; Charles J. 
Slicklen, executive vice-president 
of Charles F. Hubbs Co. division, 
vice-president; and George F. 
Gray, president of Henry Linden- 
meyr & Sons division, treasurer. 


The board of the new corporation 
for the present wi'l consist of the 
three officers and Elmer E. Cole, 
vice-president of the Lindenmeyr 
division. 

All local warehousing, receiving 
and delivery operations of the two 
companies eventually will be com- 
bined under one roof, an officer of 
the corporation said. 


Buys Neo-Gravure Plant 
John Hancock Mutual Life In- 
surance Co., under a purchase and 


Advertising Age, September 18, 198%) 


lease-back arrangement, has 
bought the new plant of the Neo- 
Gravure Printing Co., Weehawken, 
N. J., a subsidiary of Cuneo Press 
Inc. The purchase represents a 
long-term investment of $2,000,000 
for Hancock. 


Kiwanis Appoints West 


Carroll R. West, assistant sec- 
retary in charge of activities of 
Kiwanis International, Chicago, 
has been named assistant secre- 
tary in charge of activities and 
public relations. 


New Medical Agency Formed 


Intercontinental Medical Infor. 
mation Service Inc., 19% E. 62nd 
St., New York, is a new agency set 
up to specialize in the promotion 
abroad of ethical pharmaceuticals, 
The agency prepares and handles 
foreign medical advertising pro- 
grams, prepares medical copy in 
foreign languages and produces 
direct mail and other professional 
literature for the international pro- 
motion of pharmaceuticals. Dr, 
Felix Marti Ibanez, a medical au- 
thor, is president. 
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@ Some 1500 men in this country decide where 
billions of dollars worth of advertising shall run. 


They are bombarded with claims and counter- 
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4 * What makes Metro “Mighty? 


« 


; . The world’s largest magazine 


‘“ 


claims, bored with adjectives. 


And “mighty” is a mighty big word. Wouldn’t 


audience, plus the highest 
readership of ads. 


METRO... 


5. 
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of these mighty Sunday publications is mightiest? 
The figures speak for themselves. 


» +++ Over 14,000,000 


AMERICAN WEEKLY .. . over 10,000,000 


we be stupid to go out to the end of a limb by 
using it lightly? Your skepticism, gentlemen, is 
a sharp-toothed saw that could send us tumbling 
..» bard. 


So here are the simple, inescapable, unarguable 
facts of the case: You deciders know the sales- 
producing might of Sunday-magazine sections. 
The biggest and most experienced of you are in 
them, pounding with your heaviest artillery. 


Now comes the sixty-four dollar question! Which 


THIS WEEK .......... Over 10,000,000 


Figures based on lates; A.B.C. 


Compare the readership of all 1949 campaigns 
which ran in Metro and other leading publications. 
What do you find? Up to three times the readership 
in Metro! Yes, higher average readership per dol- 
lar among both men and women! Readership like 
that, coupled with the world’s largest magazine 
audience, deserves the word “mighty!” 


Ask your Metro man for new, eye-opening data! 


Individually edited by these leading Sunday Newspapers: 


ATLANTA Journal-Constitution DES MOINES Register NEW YORK News 
BALTIMORE Sun DETROIT News and/or Free Press PHILADELPHIA Inquirer 
BOSTON Globe and/or Herald INDIANAPOLIS Star PITTSBURGH Press 
BUFFALO Courier-Express LOS ANGELES Times PROVIDENCE Journal 
CHICAGO Tribune MILWAUKEE Journal ST. LOUIS Globe-Democrat 
CINCINNATI Enquirer . MINNEAPOLIS Tribune and/or Post-Dispatch 
CLEVELAND Plain Dealer NEW ORLEANS Times-Picayune & States ST. PAUL Pioneer Press 


Sales Offices for Metro Magazines and Metro Comics... NEW YORK + CHICAGO - 
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Join Brisacher, Wheeler — 


Bradford Collins, formerly with 
McCann-Erickson, San Francisco, 
has been appointed an account ex- 
ecutive of Brisacher, Wheeler & 
Staff, San Francisco. Frank Bru- 
guiere, formerly with Biow Co., 
has been named copywriter. 


165,500 TV Sets in St. Louis 


As of Sept. 1, 1950, Union Elec- 
tric Co. of Missouri reports 165,- 
500 television receivers installed 
in the KSD-TV, St. Louis, area. 


Advertising Age, September 18, 1950 


Ballantine Leads 
‘Best Liked’ TV 
Commercials in L. A. 


Los ANGELEs, Sept. 14—Ballan- 
tine (beer and ale) television com- 
mercials continue to rank the 
“best-liked” with Los Angeles 
viewers, according to the Tele- 
Que “acceptance index” for July 
27-31 in 508 television homes in 
this viewing area. The complete 


index shows: 


Ballantine 1 
Coast Federal Savings 
Triple Theater 
(Chevrolet) 
Sunsweet Prunes 
Ford 
Log Cabin Bread 
Eastside Beer 
Sapde Cooley (Local 
Chevrolet) 
Chevrolet (In general) 
Hoffman TV 
Texaco (Milton 
Berle) 


S SSE £S2s 


Milani’s Dressing 22 12 10 
Old Gold 19 17 2 

Liked oud Chrysler (Big 4 
- 19} Local) 19 2 17 
” ” es The August Tele-Que report, 
27 17| compiled by Coffin, Cooper & 
44 —|Clay, shows “Hopalong Cassidy” 
ro 2 in top position. This is the ninth 
5 29| Straight month that “Hoppy” has 
ranked first in this audience sur- 
17 17| vey, which measures the number 
= 4 of sets tuned to a particular pro- 
gram, and the number of men, 
29 —| women, teen-agers and children 


One secret of Metro’s 
sensational readership: 


UNMATCHED 
LOCAL INTEREST 


What in the world interests people? Are farm-con- 
scious Iowans more interested in stories about deep- 
sea fishing or hybrid corn? Which will interest 
Georgians most—pictures of Harvard or Georgia U.? 
That's the problem of every national publication... 
except Metro! Because Metro is independently edited 
by every one of its twenty-seven member papers! 
Thus, Metro becomes an integral part of the paper 
on a local basis! Your ads rub shoulders with pic- 
tures and stories of consuming /ocal interest to read- 
ers... and get read! Yes, readership up to three times 


as much as in other leading publications. 


HE’S A BOSTON BROKER. 
Sure, he knows there are 
47 other states... but 
what of it? His real in- 
terests are local. New 
England industry, doings 
in society, Colonial his- 
tory. He gets it in his 
independently-edited 
issue of Metro. 


HE’S A HOOSIER. As Indi- 
ana as the poems of 
James Whitcomb Riley. 
His land is rich and 
black...and so’s the ink 
on his bank statement. 
Corn... hogs. . . local 
politics... he knows 
plenty about them. He 
doesn’t know...or care 
a hoot about Seattle lum- 
ber or the New Orleans 
Mardi Gras. He gets 
what he is interested in 
in his independently 
edited issue of Metro, 


SEATTLE Times 
SPRINGFIELD Republican 
SYRACUSE Post-Standard 
WASHINGTON Star 


METROPOLITAN SUNDAY NEWSPAPERS, INC. 


DETROIT + SAN FRANCISCO - LOS ANGELES 


SOUTHERN CALIFORNIA'S 
HIS HOME. Born and 
raised there. Boston's as 
far away as his interest 
in it. Beef is something 
he barbecues in his pa- 
tio. He likes news about 
frozen orange juice, the 
real estate boom in L.A., 
new ways to combat 
smog. He gets it in his 
independently-edited 
issue of Metro. 
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who are watching. 
The first ten evening shows are: 


pO ee §1. 
The Movies (Sunday) ................. 46.7 
EE A SEE 46.4 
Triple Theater (Star One) ........... 41.3 
Lone Ranger 39.1 

ennnatined 38.0 


Wrestling (Thursday) 
Triple Theater (Star Three) 
Tim McCoy 
Double Feature #2 (Tuesday) .... 


) 
2. 
3. 
4. 
5. 
6. Triple Theater (Star Two) 
7. 
8. 
9. 
0. 
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Knight Names Gibney V. P. 


Albert L. Gibney has _ been 
named vice-president of Knight 
& Gilbert, Providence, R. I., ad- 
vertising and _ sales promotion 
agency. Mr. Gibney, who resigned 
as sales promotion manager of the 
National Blank Book Co., Holyoke, 
Mass., will continue to serve that 
company as advertising and sales 
promotion counsel. 


Changes to Monthly 

Canadian Oil & Gas Industries, 
published by National Business 
Publications, Gardenvale, Que., 
will change from bi-monthly to 
monthly publication in January. 
Advertising rates will remain the 
same. 


the men who 
buy and build 


American Builder alone 
covers all 3 buying factors 
you must influence to sell the _ 
Light Construction Industry. . 


For the complete sales effort in 
Light Construction, American 
Builder provides a blanket cov- 
erage of every worth-while Op- 
erative Builder, Contractor 
Builder, Trade Contractor, Retail 
Lumber Dealer and Building 
Supply Jobber in every trading 
center and every trading area. 
American Builder advertising 
plus American Builder Mailing 
Service does the job alone. 


For substantiating data 
and pertinent information see 
American Builder's 4-page 
Tell-All Unit, Section 19 of 
the current issue of 
Standard Rate and Data. 


AMERICAN BUILDER 
CIRCULATION 
The largest and most comprehen- 


sive in the field of residential, com- 
mercial and farm building. 


Contractors and Builders, 
all classes 51,230 
Architects and Engineers 1,977 


Lumber and Material 
Dealers, Jobbers 


Real Estate-Finance, 


Insurance 2,746 

Commercial and Industrial 

Organizations 2,374 

All Others 8,937 
TOTAL 80,646 


Note: American Builder circulation 97.4%in 
United States; 2.2%in Canada;0.4% Foreign. 


AMERICAN 
BUILDER | 


© 30 Church Street, New York 7,N.Y. (jl 
© 79 West Monroe Street, Chicago 3, III. 
A SIMMONS-BOARDOMAN PUBLICATION baad 
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This is the 

Advertising Manager who put 
1,000,000* MEN who read and own 
The Elks Magazine on his 
schedule...and helped his Sales 


Manager hit a new sales record. 


*Dec. 1949 ABC statement — 
928,010 circulation —a substantial 
bonus over guaranteed 850,000 

on which current rates are based. 


YOU'LL SELL IT... 
iF YOU TELL IT IN 
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New York + Chicago + Detroit 
Los Angeles + Seattle 


Chevrolet System 
of Zone Meetings 
Called Successful 


Detroit, Sept. 14—A total of 
19,250 dealers have attended zone 
meetings under the Chevrolet 
dealer committee system, W. E. 
Fish, Chevrolet general sales man- 
ager, has reported. 

Chevrolet’s democratic proce- 
dure, which has been widely im- 
itated since it was initiated in 1937, 
calls for the election of dealers in 
zone councils, which in turn select 
representatives to regional meet- 
ings. The 16 dealers who meet 
quarterly as the National Dealer 
Planning Committee in Detroit are 
elected at regional conferences. 

“Success of the program is 
proved by the record,” Mr. Fish 
commented. “An analysis of con- 
ferences of the national committee 
shows that more than two-thirds 
of the dealer recommendations ap- 
proved at dealer meetings have 
been put into effect by the com- 
pany.” 

Although the Chevrolet system 
has been constantly improved, the 
basic objective of giving dealers a 
direct channel to company man- 
agement remains the same, Mr. 
Fish said. 


Richter Joins WKRC-FM 


Edwin G. Richter Jr., formerly 
retail representative of Life in 
Cincinnati, has been appointed to 
the sales staff of WKRC-FM, Cin- 
cinnati. 


Gardner Resigns Exchange 

Gardner Advertising Co., New 
York, has resigned the account of 
the New York Stock Exchange, 
which it has handled for the past 
five years. 


WHY ADMEN GET ULCERS... 


WHEN BUSINESS 1S GOOD, THE AJAX 
WIDGET ACCOUNT DOESN'T ADVERTISE 


‘CAUSE THEY CAN'T FILL ANYMORE ORDERS! 


BUT WHEN TIMES GET TOUGH 
THEY WON'T ADVERTISE 
‘CAUSE BUSINESS IS BAD! --~ 


SORRY, NIMBLENOB, NO 
DICE ON ADVERTISING THIS 
YEAR=-CAN'T HANDLE ANOTHER 4 -”¥. 


NOPE, 


“]s WE'RE ALMOST SHUT DOWN ~~ 
WAIT TILL WE GET A COUPLE 


ORDER SEE US WHEN : OF ORDERS SO WE CAN 
BIZNESS DROPS OFF! Re \\ | SPEND A FEW Bucks 
rf aul FOR ADVERTISING! H 
a + ie he) 
tz e a a - 
es wa - ° - 
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Enlarged reprints available upon request 


Copyright 1950 by Implement Trade Journal Co, 


For the farm equipment field — your BASIC buy is IMPLEMENT & TRACTOR . . . 


Leading total net paid circulation * Greatest total subscriptions to dealers, 
jobbers and manufacturers %* Highest Subscription Price * Top voluntary 
subscription renewal rate * Consistent leader in advertising volume. 


wml Pe ene gr MT Meeonbahise 0+ 
\ ® 


IMPLEMENT 
& TRACTOR 


KANSAS CITY 6, MO. 


Advertising Age, September 18, 


The Dallas Advertising League will observe Oct. 13 as “Ray Loc 
Day” in honor of Raymond P. Locke, who retired not so long ago 
president of Tracy-Locke Inc., Dallas agency, of which he was on 
of the founders 35 years ago. Wilson Crook, head of Crook Adver 
tising Agency, is chairman of the committee for the event... 

At the annual summer outing of the Madison, Wis., Business Assn 
a bronze plaque was presented to L. E. Heindel, ad director of Madi#j 
son Newspapers Inc., “for outstanding leadership.” President of the 
business group from 1948 to 1950, Mr. Heindel was instrumental ig 
the establishment of a municipal downtown parking lot and the or 
ganization of the Madison Civic Assns. Council, which coordinategt 
the work of the city’s civic groups. .. 
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ASSORTED SIZES—Len Sanderson, art director of Alley & Richards in Boston, 
turned up with his first muskie and an assorted string after his last fishing trip at 
Point Letreille, Province of Quebec. 


Stanley Lipinski of the Chicago Tribune’s general advertising de- 
partment has been granted leave to return to active duty with the 
Army. Capt. Lipinski is scheduled for duty at Fort Sheridan, Il... 
Lou Hoffman, business manager of the St. Louis Star-Times, is cele- 
brating the 40th anniversary of the day he joined the old St. Louis 
Star as an office boy. He dodged a testimonial dinner by giving a 
cocktail party at his home, during the course of which Publisher 
Elzey Roberts presented a many-dialed watch that tells just about 
everything... 

There’s one youngster who’s certain about what he wants to do 
when he gets through college. That’s Don Paul McCauley, son of 
W. E. (Mac) McCauley, v. p. of Sawyer-Ferguson-Walker Co. in 
Chicago. Don is entering Drake University, Des Moines, this fall, 
fully determined to learn about advertising after his first two years 
‘of a liberal arts course... 
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‘ee ns 


TOTTING UP—The score is the problem here for Howard Calhoun, eastern divisional 

manager of Hudson Motor Car Co.; N. K. Van Derzee, vice-president in charge of 

sales; Roy Chapin, special representative; and Guy C. Smith, vice-president of 

Brooke, Smith, French & Dorrance. The scene is the Greenbrier, White Sulphur 

Springs, where the country’s top 100 Hudson dealers, guests of the auto company, 
became members of the Hudson 100 Club. 


James Wildman, sales representative at WEEI, Boston, is back 
in the Navy. Before leaving for Astoria, Ore., to take command of 
an LSU, he visited the studio in his lieutenant’s (JG) uniform... 

Angus Philip McIntyre, of O. E. McIntyre Inc., and Barbara Row 
Eckhardt were married in Bridgehampton, L. I., Aug. 26... Paul 
Godell, vice-president and general sales manager of Arvey Corp., 
Jersey City, shot his lowest score recently at the Bryn Mawr Coun- 
try Club when he made a hole-in-one... 

Fairfax M. Cone, chairman of the board of Foote, Cone & Belding, 
has added another board job with his election to the board of 
trustees of the University of Chicago.. . 

Robert Convey, president of KWK, St. Louis, lost a secretary he’d 
been working with for eight years when Dee Warnbrod resigned to 
become the bride of William Tygard on Sept. 9... 

Vernon Brooks, director of operations at WGN-TV, Chicago, left a 
Sept. 2 by transatlantic plane for a three-week holiday in England iim 
and France... Helen Carroll Corathers of Julius Mathews Special 
Agency, AFA vice-president and chairman of the Council on 
Women’s Advertising Clubs, will present an Advertising Federation 
charter to the Women’s Advertising Club of Des Moines at a special 
meeting Sept. 19. Virginia Ritland of A. A. Schneiderhahn Co. is 
president of the Des Moines club... 
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The Chicago Tribune 
) Consumer-Franchise Plan! 


RaRE exception today is the 
company which does not have 
to sell more just to break even. 
Just a small decline in sales 
may result in operating in the 
red. 

Advertising today must be 
looked to more than ever to 
bring in the volume essential 
to profit. More importantly, to 
produce the required volume, 
advertising must be geared to 
more rigorous competition 
and to dovetail with the domi- 
nant trends of retailing. 

From its observations of 
advertising and selling in the 
important Chicago market, 
the Chicago Tribune has de- 


vised a basic procedure which 
can win greater sales and a 
stronger market position for 
your brand. Operating under 
it, you can turn to your ad- 
vantage today’s trend toward 
fewer brands per line and self 
service. 

You can get larger store 
inventories, better shelf posi- 
tion, and a greater share of 
the day-to-day buying of con- 
sumers. You can build a con- 
sumer franchise effectively re- 
sistant to the sales drives of 
competitors. 

Successful in Chicago, the 
plan can be used with profit 
in any market. It does not in- 


Designed to produce the stepped up volume you 


need to maintain your profit position — 


terfere with present successful 
methods. It reinforces them, 
winning the enthusiasm of 
your sales staff and distrib- 
uting orgamzation. 

Retailers are not interested 
in stocking and pushing a 
brand which their customers 
are not interested in buying. 
The Chicago Tribune plan 
meets this challenge squarely. 

If you would like to find out 
more about how this plan can 
fit into your operations and 
strengthen your market posi- 
tion, a Tribune representative 
will welcome an opportunity 
to go over it with you. Ask him 
to call. Do it today. 


CHICAGO TRIBUNE 


THE WORLD’S GREATEST NEWSPAPER 


Chicago Tribune representatives: A. W. Dreier, 1333 Tribune Tower, Chicago 11; E. P. Struhsacker, 
220 EF. 42nd St., New York City 17; W. E. Bates, Penobscot Bldg., Detroit 26; Fitzpatrick & Chamberlin, 
155 Montgomery St., San Francisco 4; also, 1127 Wilshire Blvd., Los Angeles 17 
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Convention Bureaus Group Issues Booklet 
on Registration Purposes and Procedures 


CINCINNATI, Sept. 13—The In- 
ternational Assn. of Convention 
Bureaus has issued a 
booklet devoted to a discussion 
of the purposes and procedures of 
convention registration. 

In stating its reason for issuing 
the booklet, the association says on 
the opening page: “Perhaps no 
phase of convention management 
is more needful and worthy of 
objective study than the setup and 
operation of the registration desk, 
to the end that data produced 
there be accurate and usable, that 
the registrants be subjected to the 
least possible inconvenience and 
loss of time, and that the expense 
involved be kept within reason.” 

There seem to be four basic 
reasons for registering at a con- 
vention, the booklet points out, 
any or all of which may apply to 
a given situation: 

1. To obtain a record of con- 
vention attendance. 

2. To collect registration fees. 

3. To limit attendance to those 
entitled to attend the convention. 

4. To distribute badges, pro- 
grams, and other materials perti- 
nent and essential to convention 
attendance. 


a Convention registration proce- 
dures fall into two general classes: 
the “signed,” where the registrant 
fills out a printed form, and the 
“typed,” in which a registration 
clerk fills out the information 
given by the registrant. Each class 
requires a different physical set- 
up, which the booklet describes in 
detail. 

Considerable economy in regis- 
tering can be effected, it is pointed 
out, if some of the following prac- 
tices are employed: 


A Brand NEW — 
MEDIUM...  — 
ELECTRIC APPLIANCE — 


SERVICE NEWS 


Makes Its 


DEBUT in 
ULTOBER 


To SERVE | 


Repair & 
Service 
Dealers of — 
% Vacuum Cleaners | 
_%& Washing Machines — 
* Fans...lroners...Ranges 
%& And Other Appliances 
NO OTHER PUBLICATION 


N-O-W SPECIFICALLY 
SERVES THIS FIELD! 


Guaranteed Minimum 


CIRCULATION 20,000 


_ For Full Particulars Write 
; Wire or Phone 


CHAROUS & NIEBERGALL, INCE 


176 West Adams Street 
- * Chicage 3, tiinets 
Financial 6-734f 


| 


1. Confining the time of regis- 
tration to hours when delegates 


16-page | can reasonably be expected to keep 


the registration staff fairly busy. 
2. Scheduling the opening ses- 
sion to permit plenty of time to 
register just before the session. 
3. Planning the setup so that 
the staff can be reduced when 
peak periods are past. 


4. Closing the registration, as far 
as paid staff is concerned, when 
the job is essentially completed. 


@ Other topics covered in the 
booklet include: making the badge; 
collection of’ registration fees and 
sale of tickets; use of coupon 
books; proper equipment and per- 
sonnel; exhibitors’ registrations; 
complimentary registrations, and 
membership checks and solicita- 
tions. 

Copies of the booklet may be 
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secured from the association’s 
headquarters at 910 Dixie Ter- 
minal Bldg., Cincinnati 2. 


MOST SHOWS PERMIT 
FOREIGN EXHIBITORS 

New York, Sept. 13—Foreign 
exhibitors are eligible to partic- 
ipate in more than 85% of the 
trade shows held in the U. S., ac- 
cording to a survey made by Ex- 
hibitors Advisory Council Inc. 

The council surveyed 224 shows, 


cutting across industry from red. 
ical shows to heavy industry, light 
industry, consumer products and 
sport and hobby shows. Of the 
224 shows, 146 were national and 
78 state or regional shows. 
Despite the fact that 85% said 
foreign exhibitors were eligible 
to participate, only 35.8% said 
they encourage foreign participa. 
tion, while 35.2% replied that they 
do not encourage it, and 4% said 
“not particularly.” The other 25% 
were either indefinite or failed to 
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WWL's Farm and Rural Appeal 


Wins Multi-State Audience 


With 50,000-watt power, WWL beams varied rural fare to 
the rich Deep South market. Weather and market reports, 
on-the-scene rural broadcasts, 4-H programs, herd improve- 
ment contests—all build strong listener loyalty. 
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answer the question. 


a Of the 47 show managers who 
had foreign exhibitors in their last 
shows, 28 said they encouraged 
foreign participation, 10 indicated 
they were not especially interested 
or made no effort to get foreign 
exhibitors, and nine failed to 
answer the question. 

Comments by managers of those 
national shows which permit for- 
eign exhibitors ranged from ac- 
ceptance, but not solicitation, of 


foreign exhibits, to statements like 
the following: “It must be borne 
in mind that exclusion of foreign 
exhibits would probably bring 
about the exclusion of American 
exhibits from foreign expositions.” 
Copies of the survey may be 1 
secured from the council’s offices| has been appointed to handle the 
at 120 Greenwich St., New York. | account of F. Whitaker Co., Prov- 
| idence, using trade publications to 
promote its Fidelis and Davo rosar- 
Names Vance Shelhamer ies. The agency also has been 
North South Products Corp.,' named to handle sales promotion 
Seattle, northwest distributor for for Milady Meredith Fabrics Inc., 
a radiant glass electric heating Meredith, N. H. 


unit, has appointed the Seattle of- 
fice of Vance Shelhamer Adver- 
tising. Newspapers and _ radio 
will be used. 


Two Name Golf Agency 
R. W. Goff Inc., Cranston, R. I., 
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2 . | Ina memo to his staff, Mr. Luce 
Publisher Luce to 'said the board deemed it wise that, 
Take a Sabbatical 


“after 28 years of continuous ac- 
tivity, I should have a period free 

New York, Sept. 11—Henry R.' from the daily responsibilities of 
Luce, founder and editor-in-chief | executive and editorial duties.” He 
of Time, Life and Fortune, has| explained he will use his leave to 
been granted a leave of absence of “gain a better understanding of 


six months to a year by the board 
of directors of Time Inc. Mr. Luce’s 
request for leave pointed out that 
he had “long desired such a sab- 
batical for travel and study in the 
U. S. and abroad.” 


In the City— on the Farm =—They love 
the South’s Greatest Salesman 


WWL proves you can please everybody. WWL does it by giving folks 


what they want—the best of it—when they want it. 


WWL wins preference with the CBS parade of stars—with special ser- 
vices, such as intimate on-the-scene reporting of local news and events 


. .. with New Orleans talent that Southerners Jove. 


In New Orleans, WWL’s evening share-of-audience equals that of next 
two stations combined. 


WWL's Advertisers get 
Year-round Listener Promotion 


WWL’s newspaper campaign includes full pages—in color. 
Your program benefits from colorful 24-sheet posters, 
streetcar and bus dash-signs, store posters, stack signs, 
special displays, personal and mail promotion to key jobber 
and dealer accounts. WWL gives you more of everything. 


NEW ORLEANS 
San er ar 
50,000 WATTS 


pasa: 


CLEAR CHANNEL 


DEPARTMENT OF LOYOLA UNIVERSITY 
REPRESENTED NATIONALLY BY THE KATZ AGENCY 


CBS AFFILIATE 


the immense opportunities and 
dangers which confront us.” 

In Mr. Luce’s absence, Editorial 
Director John Shaw Billings will 
be responsible for over-all opera- 
tions. 


Heinrich Appoints Wood 

Dr. Harry Wood, formerly dean 
of the College of Fine Arts of 
Bradley University, has been ap- 
pointed head of the department 
of public relations of Don Hein- 
a Advertising Agency, Peoria, 


Wellco Corp. Names Kahn 

Wellco Shoe Corp., Waynesville, 
N. C., has appointed George N. 
Kahn Co., New York, to handle a 
TV, magazine and business paper 
campaign for Wellco Foamtread 
slippers and casuals. 
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dramatic 


elements :— 1. Heinn Protecto-Pro- 
cess printed covers to command at- 


tention and stimulate action; 
display of your products compar- 


dise! Catalogs with the greatest 
P-0-P have these two valuable basic 
loose-leaf pages to permit full use 
of up-to-date dynamic, 

able to your magazine and news- 


Power Of Persuasion s¢clls merchan- 
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‘Farm Journal’ 
in ‘Keep Autos 
Rolling’ Drive 


New York, Sept. 14—Some 81% 
of auto dealers and 70% of all in- 
dependent repair shops are located 
in towns of 25,000 or less; 66.2% of 
all tires are sold by dealers in farm 
trade centers (towns of 10,000 or 
less), as are 59.8% of piston rings, 
58.4% of fan belts and 57.5% of 
oil changes. 

With this background (and the 
ominous rumbling of war in 
Korea), Farm Journal will launch 
a high-gear automotive mainte- 
nance promotion in November 
called, “Keep ’em Rolling.” 

In the package are: An editorial 
series on maintenance of farm 
automotive stock, an automotive 
business paper campaign, mailings 
to jobbers and service shops, tie- 
in display and classified ads, plus 
window streamers, stickers for 


windshields, and state and county 
maps for field work. 


a In the course of preparing a 
presentation on the program for 
the automotive industry, Farm 
Journal developed some interesting 
figures on the automobile market. 
Geography, not income, determines 
car ownership, says the magazine, 
and cites as proof that: 

1. The “Federal Reserve Bulle- 
tin” shows half of all families in 
the 12 largest U. S. cities and their 
suburbs do not own cars. 

2. The Crowell-Collier survey 
among magazine-reading families 
shows that more than 40% of these 
families living in the largest cities 
do not own cars. 

3. In cities of 2,500 to 50,000, the 
proportion of auto-owning families 
is about one-third higher than in 
cities of more than 50,000, and in 
rural areas, two-thirds higher. 


ws Finally, whereas in the top fifth 
of urban families, 77% owned cars, 
in the top fifth of rural families, 
89% owned cars; in the second 
urban fifth, 68% owned cars 
against 81% of their rural contem- 
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poraries. In the bottom fifth of 
urban families, only 18% owned 
cars, while 33% owned cars in the 
rural bottom fifth. 

The magazine has discovered 
some interesting facts about how 
automobiles are sold: 

The Packard zone manager in 
Minneapolis, responsible for parts 
of seven states, reports that 85% of 
his cars were sold outside the twin 
cities. The Cincinnati Packard 
manager found that 64% of his cars 
were sold through dealers outside 
of the eight metropolitan cities 
in his six-state territory. 

Burnham Miller, the DeSoto- 
Plymouth zone manager in Chi- 
cago, says 37% of DeSoto sales and 
45% of Plymouth sales are made in 
agricultural cities outside Chicago, 
Peoria, Rockford, Madison and 
Milwaukee. 


s As farm publications well know, 
retail sales are deceptive. Farm 
Journal says a study of Indianapo- 
lis shows that, in a 20-county area, 
nearly 75% of the sales of shop- 
ping merchandise are made by 
Indianapolis retailers. But nearly 
half those sales are made to people 
who live outside Indianapolis. 

In the U. S., there are 238 coun- 
ties which have a city of more than 
50,000 population, but in these 238 
counties, one family in six is a 
rural family. In the 668 counties 
which adjoin the 238 city counties, 
two out of three families are rural. 

Farm Journal produces actual 
figures to show how important 
are the farmers who live around 
small towns to cuto dealers within 
| them. For instance, the Valparaiso, 
| Ind., Pontiac dealer sells more than 
half his new cars to farmers, the 
| Kankakee Pontiac dealer sells 

more than 35% of his cars to farm- 
ers. Truman Motor Sales, a Ply- 
mouth, Ind., Hudson outlet, sells 
| more than 40% of its Hudsons to 
farmers. Roll Stonges, Kokomo 
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Hudson dealer, sells more than 
half his cars to farm families. 


# In Bloomington, Ill., the DeSoto 
dealer sells more than 50% of his 
cars to farmers, while his Hudson 
competitor sells 49%; the Pontiac 
dealer in Ottawa, IIL, sells 50% of 
his cars to farmers, the same pro- 
portion as Earl Miller, Packard 
dealer of Bellefontaine, O. In 
Troy, O., a Packard dealer sells 
75% of his cars to farmers. 

The magazine also makes use of 
unusual graphic techniques to show 
how it stacks up with other nation- 
al magazines in major cities, in 
their counties, and in the adjacent 
counties to them, and how it com- 
pares with newspapers in rural 
penetration. ; 


‘Judy's’ Becomes ‘Spectator’ 


Judy Publishing Co., Chicago, 
has issued a new quarterly com- 
mentary, Spectator, succeeding 
Judy’s pocket-size monthly pub- 
lished by the company since 1942. 
The quarterly will carry a limited 
amount of advertising. Spectator, 
in standard size format, features 
current comment on various fields 
of American life. 


To Michener & Holland 


Michener & Holland, Philadel- 
phia, has been retained to handle 
the advertising of William E. 
Hooper & Sons Co., Philadelphia 
and Baltimore manufacturer of 
Fire Chief canvas, Fire Chief vinyl 
fabrics, Hooperwood dryer felts 
and Imperial rope. Trade publica- 
tions and direct mail will be used. 


Goldblatt Names Marshall 


Fred Marshall, formerly with 
Bozell & Jacobs, Seattle, has been 
named account executive of Al- 
fred L. Goldblatt Advertising, 
Seattle. The agency has been ap- 
pointed to handle the advertising 
of Seattle Quilt Mfg. Co., Dulien 
Steel Products, Aronson Hardware 
Co. and Alaska Junk Co. 


Carnation, Prudential 
and Kelvinator Sign 
for Time on CBS-TV 


New York, Sept. 14—Columbig 
Broadcasting System has added 
three names to its list of TV clients, 

Carnation Co. will sponsor 
George Burns and Gracie Allen in 
an every-other-week series start- 
ing in October. Time for the 30. 
minute program was bought 
through Erwin, Wasey & Co. 

Prudential Insurance Co. will 
make its video bow Oct. 10 with 
a dramatic show to be aired in the 
time spot (8 p.m. EST) opposite 
Texaco’s Milton Berle (NBC). 
This hour program also will be 
scheduled on alternate weeks. Cal- 
kins & Holden, Carlock, McClinton 
& Smith is the agency. 

Morton Downey, last seen on 
NBC-TV for Mohawk rugs, will 
return Sept. 22 as star of a 30- 
minute variety revue sponsored by 
Kelvinator Division, Nash-Kelvin- 
ator Corp. Geyer, Newell & Ganger 
services-this account. 


NBC-TV Appoints Passman 


Leroy Passman, formerly oper- 
ations manager of WABD, New 
York, DuMont station, has been 
appointed assistant production 
manager of the television program 
department of National Broadcast- 
ing Co., New York. 


Thermoid Names Lamson V. P. 


George S. Lamson, manager of 
the automotive replacement divi- 
sion of Thermoid Co., Philadel- 
phia, has been named a vice-presi- 
dent of the company. 


Brown Joins ‘Esquire’ 


Harry Brown, formerly Phil- 
adelphia representative of The 
American Weekly, has joined the 
advertising sales staff of Esquire, 
New York. 


T 
It wasn’t that Toledo didn’t want a ‘ 
union station—but rather that it was high time for X _— 
a new one. That’s why thousands 
cheered back in 1930 when it seemed that 
the 54-year old station might go up 
in smoke . . . But it didn’t happen that 
way—the old station was rebuilt. 
However, the cry for a new union station 
persisted. Citizens, citizens’ committees and 
organizations, and city officials kept 
working on Toledo’s top-priority demand, and 
with the help of the New York Central, 
the new station is at last a fact. 
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This billboard, erected in the ’30s by an indig- 
nant citizen has been replaced by a new one. Its 


legend—‘‘NOW judge Toledo by its Union 


Station.” You see it on the opposite page. 
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Korean War Causes 
Weekly Newspapers 
to Lose Co-op Ads 


New York, fCept. 11—Weekly 
newspapers in the United States 
have suffered a loss in local ad- 
vertising, particularly in 50-50 co- 
operative advertising, as the first 
effect of the Korean War, accord- 
ing to a survey recently completed 
by American Press and published 
in its current issue. 

“The loss was greatest amdng 
dealers who handle products such 
as washing machines, refrigerators, 
second-hand automobiles—prod- 
ucts which became in great de- 
mand as soon as the war scare 
started,” the publication says. 

In general, the survey shows 
“the loss in advertising was most 
obvious to the larger weekly news- 
papers which ordinarily carry a 
large amount of advertising from 
these dealers. 


a “While 44% reported they had 
experienced a noticeable decrease 
in local advertising, which they 
believed was caused by the war, 
56% reported they had not ex- 
perienced a decrease as yet. Only 
36% said that there had been a 
noticeable decrease in cooperative 
advertising, but many of those re- 
porting such a decrease said that 
it had been severe. Several re- 
ported a decrease of 75% in this 
type of advertising, and one pub- 
lisher said that all cooperative ad- 
vertising had suddenly been 
dropped from his newspapers. 

“As for national advertising, 
there were few publishers who 
had experienced any loss so far. 
Only 15% could trace any loss in 
national ads to the present situa- 
tion. 

“Seventy per cent of the pub- 
lishers said that local tire and au- 
tomobile dealers were flooded 
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OPENS MAGAZINE DRIVE—This four-color page in the September issue of Ladies’ 


Home Journal is the first of a series Sandura Co., 


Philadelphia, is using for its 


Sandran plastic floor covering (AA, Aug. 28). John Falkner Arndt & Co. is the 
agency. 


with orders and were considering 
cutting down their advertising if 
orders continued to be greater 
than the supply. But quite a num- 
ber believed that the situation was 
only temporary. 


a “About 49% of the publishers 


said that local dealers in many 
lines indicated that their advertis- 
ing probably would decline, par- 
ticularly if demand became great- 
er than supplies. The majority of 
publishers thought that their bus- 
iness would be hurt by the war 
and preparedness program. 


“Practically all of the publish- 


ers,” the magazine adds, “said they 
| were not buying any equipment 
| that they weuld not have bought 


anyway, but a number said that 
they were having their equipment 
repaired and were stocking up on 
new parts.” 


Wayne Offers Ad Courses 
Wayne University, Detroit, will 

again offer courses in advertising 

and sales management endorsed by 
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the Adcraft Club of Detroit. The 
evening classes will be directed by 
Professor Gordon W. Kingsburg 
of the School of Business Admin- 
istration. 


Mercury Mills Extends Drive 


Mercury Mills Ltd., Hamilton, 
Ont., is extending promotion for 
its Dr. Denton Sleepers. Copy will 
appear in Canadian dailies from 
coast to coast during September 
and October. F. H. Hayhurst Co., 
Toronto, handles the account. 


TURN OFF 
THAT 


Smart people using Pontiac's 
SIX UNIFIED SERVICES never 
burn the midnight oil fretting 
over production details. One 
call to Pontiac and we pro- 
duce your job complete from 
rough layouts to electrotypes. 
Any combination of two, three 
or more Pontiac services 
eliminate those extra phone 
calls and unnecessary check- 
ing. Let Pontiac coordinate 
your efforts and relieve you 
of your production problems. 


UNIFIED 
SERVICES 


Pontiac 


pp 
LIGHT! ~~ 


om 
SG 


S 


e@ COLOR PROCESS 
@ PHOTOENGRAVING 


@ ELECTROTYPING 
@ PHOTOGRAPHY 
@ TYPOGRAPHY 
@ ARTWORK 


ENGRAVING & ELECTROTYPE CO. 


812 W. VAN BUREN ST. 


(* CHICAGO 7, ILL. 


Telephone HA ymarket 1-1000 © 


today . 


Tomorrow. 


Now Toledo has set aside this whole 
week for a proper dedication. Done in 
the modern manner... at a cost of 
$5,000,000 ... this is indeed a station that 
Toledo is proud of. Fine as it is, how- 
ever, it is something more than just a 
new terminal. It is a gleaming glass and 
steel and brick symbol of this city’s 
progress, dedicated to serve Toledo 
.. and the still greater Toledo 
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New Haven Road Names Two 

New York, New Haven & Hart- 
ford Railroad, New Haven, Conn., 
has appointed Dwight W. Norris 
and Leslie H. Tyler, as assistant 
publicity directors for New York 
and Connecticut, respectively (AA, 
Aug. 28, Sept. 4). 


Two Name Dowd Agency 


John C. Dowd Inc., Boston, has 
been named to handle the account 
of the CeLect Baking Co., Boston, 
maker of CeLect Twin-Pack bread. 
Dowd also has been appointed to 
handle advertising for Town & 
Country Homes, Boston. 


Chevrolet Appoints Two 
Chevrolet Motor division of 

General Motors Corp., Detroit, has 

appointed Norman J. Johnson as 


assistant manager of the sales pro- 
motion department. F. T. Hopkins 
Jr. has been named assistant zone 
manager in Flint. 


Appoints Herbert Vedder 


Herbert E. Vedder has been ap- 
pointed public information direc- 
tor of the Community Chest in 
Seattle, succeeding Pat McLaugh- 
lin, who has left for similar work 
in Philadelphia. Mr. Vedder was 
formerly with the National Bank 
of Commerce, Seattle. 


Signs for Football Telecasts 

Brewing Corp. of America, for 
its Carling’s Black Label beer, 
will sponsor five Cleveland Browns 
out of town football telecasts over 
WXEL, Cleveland, this fall. Lang, 
Fisher & Stashower, Cleveland, is 
Carling’s agency. 


Aluminum Shortage Looms; 
‘Price Controls Do, Too 

WasHINcTON, Sept. 14—If Sept- 
|ember orders are a reliable indi- 
|cator, aluminum will soon be the 
No. 1 critical material. Aircraft 
orders are only starting to come in. 
Yet more than a fourth of Septem- 
ber’s aluminum output is headed 
for military and stockpile pro- 
grams. 


By STANLEY E. COHEN, Washington Editor 


Advertising Age, September 18, 1950 


| During World War II, all alu- 
minum went to war. Industry peo- 
| ple believe a similar situation will 
| return in the not too distant future. 

The Munitions Board is negotiat- 
|ing an agreement with Canadian 
| producers which may temporarily 
ease the burden on domestic pro- 
| ducers. But world aluminum re- 
| quirements are so high that U. S. 
and Canadian producers may all 
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SCHOOL SAFETY campaign, conducted 
b ansfield, enrolls 
86,000 school children in the D. C. 


ART COMPETITION in junior 
high schools selects 6 winners whose 
work appears on The Star’s annual 
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SOAP BOX DERBY, sponsored by The 
m winner for 
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iin ey . 
MODEL AIR SHOW, sponsored 
Star, this year brought 125,000 spec- 
tators and 528 entries to the event. 


editorial asset 


CURRENT EVENTS brought to D. C. 
school children through 
weekly current events bulletin, spe- 
cially pees. and a weekly school news 
radio dcast. 
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STAR TRACK MEET 
drew the top track stars in the Natio 


FREE NEIGHBORHOOD CONCERTS by the 
famous National Symphony Orchestra 
are staged by The Star at school audi- 


last year 
ion. 


toriums all over the D. C. area. 
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THE WASHINGTON STAR, No. 1 famil 

Thewspaper in the Nation’s Capital, 
brings advertisers the solid section of 
the Washington metropolitan market. 


The Washington Star #1 Home-Town Paper in the Nation’s Capital 


Evening and Sunday Morning Editions 


Represented nationall 
Lexington Ave., NYC 
Chicago 11. 


Tower, ember: 
A 


by: O’Mara and Ormsbee, Inc., 420 
16; The John E. Lutz Co., Tribune 
Bureau of Advertising, 


NPA, Metropolitan Group, Audit Bureau of Circulation. 


THE EVENING STAR 


BROADCASTING COMPANY OWNS AND OPERATES STATIONS 


WMAL, 


WMAL-FM, 


AND WMAL-TV 


embark on a general expansion of 
facilities. 


* + + 

Plant expansion is a top priority 
item with defense program plan- 
ners. Steelmakers, here for a get 
acquainted meeting with the newly 
established National Production 
Authority, were immediately asked 
how much new capacity they are 
ready to build. 

Steel production is already 7,- 
000,000 tons per year above the 
World War II peak, and defense 
needs for the foreseeable future are 
relatively moderate. But Commerce 
Secretary Charles Sawyer told in- 
dustry members, “We are not over- 
looking the possibility of the need 
for even greater steel producing 
capacity.” 


* * 

Price and wage stabilization 
threatens to be the most serious 
home front problem. Consumer 
living costs roll upwards, and 
hardly a day passes without an 
increase in the Labor Department’s 
index of primary commodity 
prices. 

When prices are frozen—as they 
almost certainly will be—the ad- 
ministration will try to roll them 
back as close to the May-June level 
as possible. That’s an objective 
which becomes more difficult with 
each new cost that is built into 
the price structure. 

President Truman indirectly ad- 
mitted this in his “home front” 
fireside chat. He said workers 
should avoid making wage de- 
mands—except for “cost of living 
increases” to offset post-June 24 
price increases. 

a * © 

In the long run, the man to 
watch on the Washington scene is 
National Security Resources Board 
Chairman Stuart Symington. He’s 
a tough, able man who has made 
his mark in each of the big govern- 
ment jobs he has held. 


As “coordinator” of the defense 
| program, Symington will get less 
‘publicity than Commerce Secretary 
| Charles Sawyer and others who 
_ will be on the firing line. But if 
past performance is any indication, 
Symington will call the tune. 

As surplus property administra- 
‘tor, Symington engineered the 
_deal which channeled aluminum 
capacity to Alcoa’s competitors, 
thus eliminating concentration in 
the aluminum industry which 
bothered the Justice Depart- 
ment and courts for years. 

Another interesting fact: Sy- 
mington avoids usual Washington 
socialites; he associates with the 
town’s “most serious” brains. 

* ” a 

Before many more weeks, Presi- 
dent Truman will call a labor- 
management conference, to dis- 
cuss a basis for wartime wage 
stabilization. Republicans wrote 
‘the conference into the Defense 
_ Production Act; now business 
| leaders are wondering whether it 
| was a smart idea. They might do 
| better at private meetings. 
| Four previous labor-manage- 
/ment conferences were flops. The 
| most recent, in 1945, broke up over 
|CIO demands for big across-the- 
board wage hikes. 

Net result: a lot of name calling. 
After the conference broke up, the 
| administration was free to lay 
| down the wage policy by itself. 

* ° 
| Auto, truck and bus registration 
| hit 48,484,000 in 1949, Public Roads 
| Administration reports. That’s an 
alltime high, and compares with 
| 32,035,424 in 1940, and 44,670,588 
| in 1948. Vehicles traveled an esti- 
_mated 216.3 billion vehicle miles, 
| up 7% over 1948 and 27% from the 
| prewar peak. 


| Joins ‘Industrial Sports’ 


Frank E. Smith, formerly em- | 


ploye sports and recreation mana- 
ger for the Erie, Pa., plant of Gen- 
eral Electric Co., has been named 
eastern manager of Industrial 
Sports Journal, with headquarters 
| in the New York office. 
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AIDS FOR ARTISTS—Foto-File Co., Memphis, has prepared 100 different photo- 

graphs, showing a model in different poses, for reference use by commercial 

artists. The poses, 70 of which are shown above, have the model in a position 
to either admire, examine, or use an advertised product. 


“NO ROOM...NO ROOM!” 


RIED THE MAD HATTER! 


Why pay premium office-space rentals 
for your mailing-lists, addressing equip- 
ment and Direct-Mail personnel, the year 
around... why crowd your organization 
from January to December to make room 
for employees and mailing equipment 
that you use only a few days, or hours, 
at a time... when you can have all the 
low-cost room you need, PLUS an in- 
stantly flexible mailing organization, by 
transferring all your mailing operations 
to Circulation Associates? 


No room? Even the Mad Hatter would 


20,000,000 stencils for many of the coun- 
try’s most active users of Direct-Mail... 
plenty of room for all the stencil-cutting, 
filing, addressing and mailing that you 
need... plenty or room for the accurate 
fulfillment of orders and subscriptions 
dy experienced personnel who do nothing 
ilse from one year’s end to the other! 
?lenty of room, in which we now handle 
jart or all of the mailing operations of 
tading Direct-Mail users in almost every 
onceivable business, industry and serv- 
te, including your own! 


solve all of your mailing problems, now 
ind finally, by turning them over to 
lireulation Associates. Write, phone or 
wire today! 


Write today for your free 
copy of “TWO SOFT- 
BOILED EGGS—AND A 
KIND WORD” ...a specially 
prepared brochure that will 
give you a few chuckles... 
and a lot of ideas about han- 
dling your Direct-Mail! 


CALL COLUMBUS 5-3150 


IRCULATION ASSOCIATES 


Lst Maintenance and Addressing » Speedaumat, Address- 
raph and Elliott Stencils * Triple-Head Multigraphing 
Offset and Letterpress Printing * Mailing Operations 

* Complete Direct-Mail Campaigns 


- 1745 Broadway « NEW YORK 19, N. Y. 


Foto-File Prepares 
100 Model Poses to 
Be Used by Artists 


MeEmpuHuis, Sept. 11—Foto-File | 
Co. here has prepared a series of 
100 photographic poses of the fe- 
male figure for use by commercial 
or advertising artists. 

The photos are designed, Foto- 
File says, to assist the artist on a 
job where the expense of a spe- 
cially posed model shot would be 
out of the question. 

To make the photographs adapt- 
able, either singly or combined, for 
Ulustrative work, each 8x10” glossy 
print shows the model in a posi- 
tion of either admiring, examining 
or using an advertised product. 
One basic light was used in making 
the photographs, for ease in ren- 
dering. 


w The model used in all photos 
is Miss Trudy Germi, runner-up 
in the 1949 Miss America contest, 
and judged as having the most 
perfect figure of all the candidates. 

Foto-File photographs are priced 
as follows: In lots of 3, $2 per set; 
4 or more, 60¢ per print; 10 or 
more, 50¢ per print; 25 or more, 
40¢ per print; 50 or more, 35¢ per 
print, and the complete set of 100 
poses, 25¢ per print. 

The company plans to issue a 
variety of other photographic helps 
if their initial venture is well re- 
ceived. 


Irving-Cloud Appoints 3 


William W. Andrews has been | 
appointed by Irving-Cloud Pub-| 
lishing Co., Chicago, to represent) 
Hardware & Housewares in the) 
midwestern territory. He formerly | 
represented Conover-Mast publi- 
cations in a_ similar territory. 
Ralph M. Jepsen, also formerly 
a Conover-Mast salesman, has 
been named to the sales staff of 
Hardware & Housewares as west- | 
ern representative, with head-| 
quarters in Chicago. Norman B. 
Hasselriis has been appointed east-| 
ern representative, with head- 
quarters in the New York office. 


CBS Appoints Five 


Benjamin. Margolis, formerly as- 
sistant to the controller, has been 
appointed sales service manager 
for CBS-TV, New York. Robert 
Fryer, production assistant on sev- 
eral programs, has been promoted 
to casting director for video, re- 
placing Eleanor Kilgallen, who re- 
signed. Meanwhile, writer-pro- 
ducers William N. Robson, Alexis 
Thurn-Taxis and Jay Gorney have | 
joined the CBS-TV program staff. | 


WOR Appoints Louis Smith 


Louis A. Smith, who has op-| 
erated an advertising agency under 
his own name in Chicago for the 
past three years, has been named 
to head the Chicago sales office of 
WOR, New York. 


“renders a real service,” 
says Paul S. Willis, President of the 
Grocery Manufacturers of America, 
about the food news in The New York Times 


Says Mr. Willis: “I am pleased to note the thoroughness with 
which food news is covered in the pages of The New York 
Times. It is helpful to homemakers to be fully informed on 
the food situation at all times, and The New York Times ren- 
ders a real service to its readers in providing accurate and 
interesting coverage of the day’s food news.” 


Because it gives them the helpful and interesting food cover- 
age they need and want, smart homemakers by the thousands 
read and use the daily food page in The New York Times. Here 
is an alert and quick-to-buy audience for the food advertiser 
who wants better sales in the rich and hungry New York mar- 
ket, where The Times has been the advertising leader since 
today’s homemakers were little girls. Ask about it today. 


New York Boston Chicago Detroit LosAngeles San Francisco 


"AE the News 
Thats Fit to Print” 
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Names Attitudes Inc. 
Murphy-Lillis Inc., New York, 
producer of motion pictures for in- 
dustrial and advertising purposes, 
has named Attitudes Inc., Hohokus, 
N. J., as public relations counsel. 


Newspaper Men to Meet 


Great Lakes Mechanical Con- 
ference for newspapers will be 
held Jan. 7-9 in South Bend, Ind. 


| Names Aitkin-Kycett 
| Pennsylvania Refinin Co., 
| Cleveland, has named Ai -Ky- 


nett Co., Philadelphia, to handle 
advertising for the company’s Gu- 
mout automotive carburetor clean- 
er, effective Oct. 1. 


CCA Adds ‘Export Buyer’ 

Export Buyer, New York, has 
become a member of Controlled 
| Circulation Audit. 


8x10 genuine glossy photos 


FOR ALL PURPOSES 


Shorp. clear, crisp’ Prompt Delivery’ 


©0222 2222822022282 


PHOTO- | 
MATIC CO. 


Ph: WH itehall 4-2930 
53-59 E. IMinois St. 


Chicago 11, Illinois 


Security Sales 
Sparked by Use 
of Direct Mail 


PHILADELPHIA, Sept. 12—The ap- 
plication of sound merchandising 
practices to the securities business 
has resulted in the opening of 60 
new accounts each month by Ty- 
son & Co., an. investment company 
that opened offiges here a year 
ago. 

Headed by two brothers, Albert 
and Joseph Tyson, who are pres- 
ident and vice-president, respec- 
tively, the year-old company cred- 
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its much of its success to a crew of, vertising as vitally necessary in 


first-class salesmen, whose efforts | 


have been backed by a steady di- 
rect mail and newspaper promo- 
tion campaign. 

Albert Tyson, a former direct 
mail expert, handles that part of 
the business, while Joseph takes 
care of the selling. Mailings are 
made every two weeks, for a total 
of 10,000 pieces per month. They 
are limited to either pointing out 
a timely market situation or mak- 
ing a market comment, and an 
order blank always is enclosed. 


ws The mailings are supported by 
consistent ads on newspaper fi- 
nancial pages, which are designed 
to increase direct mail returns and 
to build prestige for the company. 

“We look upon newspaper ad- 
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3 —a | 
The Seven Sections of SRDS 
automatically select the 
prospects of direct interest 
to you: (Monthly)—Newspaper, 
Radio, Television, Consumer 
Magazine, Business Publication; 
(Twice yearly)—ABC Weekly 


Newspaper; (Yearly)— 
CONSUMER MARKETS. 


for media advertising 


1 Standard Rate & Data Service lives up to 
its primary responsibility to provide media and 
market information that advertising agencies and 
national advertisers must have when they are de- 
ciding where to advertise—rates, circulation, per- 
sonnel, mechanical requirements and other basic 
data indicative of a medium’s specific advertising 
values. 

SRDS subscribers and daily users are the adver- 
tising agencies who handle national accounts— 
all of them; and important national advertisers. 
Buyers and users of space and time shop for mar- 
kets and media data in SRDS. 

The working requirements and needs of these sub- 
scribers control the editorial format and content of 
SRDS. They demand and get completeness, accu- 
racy, timeliness. 


2 Completeness. You'll find media informa- 
tion reported completely in SRDS. 

There are over 9,000 individual media listings in 
the five monthly Sections of SRDS alone—the 
Consumer Magazine, Newspaper, Radio, Television, 
and Business Publication Sections. Currently, these 
listings require the editing and printing of approxi- 
mately 2,500 pages every month. There can be no 
“fat” and “lean” issues of SRDS. All listings must 
be published in every issue. 


3B Accuracy. SRDS has acquired its reputation 
as the National Authority Serving the Media-Buy- 
ing Function only because of the reliability and 
accuracy of the media and market information it 
reports. Changes in media rates and other basic 
data are made as they occur. 

More changes in such information are being 
made today than ever before and the expert SRDS 
staff required to process those changes with com- 
plete accuracy has steadily expanded. 


4 Timeliness. Up-to-date media information is 
of such dollars-and-cents importance to SRDS sub- 
scribers that the frequency of its between-issues 
rate-service bulletins has been accelerated to keep 
buyers even more closely informed of changes than 
the monthly issue of its major Sections permits. 


higan Ave, Chicago 1, Ill. 


2} Improvement. As subscribers’ needs change 
and increase, so must the service of SRDS change 
and increase. Sound operation demands a continu- 
ing program of improvements, which increases 
the utility of SRDS to subscribers and enriches its 
values to its advertisers. 

Comparison of the number of pages printed in 
the last four May issues of the monthly Sections 
of SRDS roughly indicates how the service has 
expanded to meet subscribers’ requirements: 


% in- 
| crease 
Monthly | "47 to 
Section 1945 | 1946 | 1947 | 1948 | 1949 | 1950 | '50 
Business Publication| 546 | 598 | 640 | 664 | 688 724 | 32.60 
Radio and Television| 396 | 400 | 472 | 594) 680 | 770 | 94.44 
Newspaper 455 | 460 | 462 | 486 | 496 | 552 | 21.32 
Consumer Magazine} 270 | 302 | 312 | 324| 340 | 368 | 36.30 
Total Monthly 
Sections |1,667 |1,760 |1,886 |2,068 |2,204 |2,414 | 44.81 
CONSUMER MAR- 
KETS Section 
(annual) 232 | 456 | 725 | 884 |281.03 


Requests for additional information within the 
listings are met as their utility becomes established. 
For example, telephone numbers in the Radio and 
Newspaper Sections, classified rates in the News- 
paper Section, service features in the Radio Sec- 
tion, and other recent additions to the listed 
information. 

The Newspaper Section has been recently reset 
in 6 pt. type. Plans are underway to next reset the 
Business Publication Section also with the larger, 
more legible type. 

The steady improvement and expansion of SRDS 
means enhanced utility to agencies and advertisers 
and increased advertising value to media. To SRDS 
it means production costs that cannot be eliminated 
or trimmed in the slightest degree, but that can and 
do increase constantly—22 percent in the last year 
alone. 


@ Media Service-Ads increase SRDS value to 
agencies and advertisers. Well over a thousand 
media used Service-Ad space near their 1949 list- 
ings in the monthly Sections of SRDS. 

When such media advertisements supplement and 
expand SRDS listings with useful market and media 
information, regularly, month after month, they 
sell space and time by helping buyers buy. 


building a healthy securities bus- 
iness,” Albert Tyson explains, “but 
in our scheme of things it is a sec. 
ondary means of promotion. For 
purposes other than prestige, we 
use newspaper advertising to com- 
plement our mail order work.” 
Operating on the theory that if 
a man has an innate ability to sell, 
| he can make more money in the 
| securities business than in most 
other fields, the concern has built 
a staff of 14 salesmen, of which 
only two have had any previous 
experience in selling securities. 


s Through a training program in 
which they learn by selling mu- 
tual funds and the better known 
balanced funds, the new salesmen 
are given a birds-eye view of the 
difference between investment 
and speculation. 

According to Joseph Tyson, the 
theory that a good salesman in 
another field will be a good sales- 
man of securities has worked well. 
“We like our salesmen to shoot 
for a mark of closing one out of 
every four leads,” Albert Tyson 
adds, “and frequently over a 
month some will hit it.” 

The use of inexperienced sales- 
men was brought about partly by 
necessity when the company was 
formed in October, 1949. Exper- 
ienced securities salesmen were 
hard to find, so the brothers had 
to rely on their theory. So far it 
has proven itself, and two of the 
best salesmen are an ex-account- 
ant and a former engineer. 


= In the past 10 months, the 
brothers estimate that their direct 
mail has reached upwards of 100,- 
000 people in the southeastern 
Pennsylvania and South Jersey 
areas. Two months ago they 
opened a Pittsburgh office that is 
now making a large expansion in 
western Pennsylvania, using meth- 
ods proven effective in Philadel- 
phia. 

In explaining their heavy use of 
direct mail in reaching potential 
security buyers, Joseph Tyson 
points out, “Most people in the 
middle class are potential securi- 
ties buyers, and are only waiting 
for someone to approach them. 
We think this market can be 
reached more economically and 
more directly by direct mail than 
by any other media. 

“In telling our story to them, 
we tell it simply and plainly. We 
have a product to sell and they 
need it. Our response confirms 
our thinking.” 


Capitol Records and Piuma 
Wines to Calkins Agency 


. The Los Angeles office of Cal- 
kins & Holden, Carlock, McClinton 
& Smith has been named to handle 
the account of Capitol Records Inc., 
Hollywood. Capitol plans an in- 
crease in its national magazine 
schedule this fall and winter to an- 
nounce its Bozo Approved chil- 
dren’s albums. It also will sponsor 
a Sunday program on Station 
WQXR, New York. 

The agency also has been named 
by Piuma Wines, Los Angeles, to 
conduct an extensive television 
spot campaign this month in south- 
ern California. 


Fry Names Buffington V. P. 


George Buffington, formerly ex- 
ecutive vice-president and director 
of the National City Bank of 
Cleveland, has been named a vice- 
president of George Fry & Associ- 
ates, Chicago, management con- 
sulting engineer. He will be in 
charge of the eastern operations 
| and will direct the financial con- 
| 


sulting services of the company. 


| Launches Sportswear Drive 


Joseph Gould & Sons, Toronto, 
| maker of Sun Valley sportswear 
and Gould casual wear, will launch 


= \a fall campaign about Nov. 1 us- 


ing rotogravure sections in two 
weekend newspapers, supported by 
dealer helps. Muter, Culiner, 
Frankfurter & Gould, Toronto, is 
the agency. 
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GE to Launch 
4-Year Program 
in Nov. 4‘SEP’ 


Four Media to Carry 
Better Lighting Story 
with ‘Recipe’ Device 


New York, Sept. 13—General 
Electric Co. will launch in No- 
vember a comprehensive four- 
year program to provide better 
light for the 40,000,000 homes in 
America that are wired for elec- 
tricity. The advertising is being 
handled by Batten, Barton, Dur- 
stine & Osborn. 

The program, which will be 
launched in the Nov. 4 issue of 
The Saturday Evening Post, and 
November issues of Better Homes 
& Gardens, Collier’s, Life, Look 
and a number of business papers 
as well as on radio and TV, will be 
built on 20 specific “lighting reci- 
pes” prepared by GE home light- 
ing authorities to provide lighting 
standards for the guidance of new 
home builders and people living in 
homes not lighted by electricity. 


w The GE program is designed to 
show homemakers the benefits of 
better home illumination and how 
to install better lighting equip- 
ment. 

Named “home lighting condi- 
tioning program,” it is regarded by 
GE as the most important proj- 
ect yet undertaken in the home 
lighting field. It will. be a con- 
tinuing activity, and is expected 
to reach its climax in 1954, when 
“light’s diamond jubilee” will be 
observed as a tribute to Edison 
and the invention of the incan- 
descent electric light bulb. 

The recipes for better home 
lighting are the result of exten- 
sive research just completed and 
reported by the residential light- 
ing committee of the Illuminating 
Engineering Society. 

This report defines and illus- 
trates the extent and location of 
all the important places to light 
in any home. The recipes offer 


if pays to 
STANDARDIZE on 


FALPACO 


COATED DISPLAY BOARD 


for all types 
of Silk Screen Jobs 


For Car Cards, Calendars, Cutouts, 

Posters, Novelties, Window Displays, 

Point-of-Sale Displays, etc. 
Stocked in White, single coated two 
sides. In the following weights: 40— 
50—.060—80 pt. 28”x44”—grain long 
—gtain short. 30” x 40”—grain long— 
grain short. 40” x 60” grain long only. 
Extra strong grade for displays that 
are to be cut-scored and folded. Stocked 
white coated two sides. 60 and 80 pt. 
Same sizes as above. 


Consult your Paper Merchant 
for Samples and Prices 


Distributed by 
Authorized Paper Merchants 
from Coast to Coast 


FALPACe > 
PAPER COMPANY 


NEW YORK OFFICE e 500 FIFTH AVENUE 
NEW YORK 18, N. Y. 
MILLS-—FITCHBURG, MASS. 


specific directions for lighting each 
location, and provide sufficient 
flexibility for light conditioning 
of a small home at low cost, or 
of larger housing units, depending 
on conditions prevailing. 


ws GE spokesmen at a press con- 
ference here said that the com- 
pany hopes to supply 10,000 new 
homes with modern lighting equip- 
ment during the next year. This 
calls for the creation of 10,000 
demonstration light-conditioned 
homes all over the country by the 
end of 1951. This is an average of 
one demonstration home for each 
4,000 residential] electric meters. 
Electric service companies, con- 
tractors, manufacturers of lighting 
equipment, and retail stores are 
expected to cooperate in the pro- 


gram. It is planned to have these 
demonstration homes thrown open 
for inspection by the public. 

Public utility companies will be 
asked to organize, coordinate and 
operate the demonstration home 
phase of the program. They will 
select the homes to be light-con- 
ditioned and gain the agreement 
of home builders to participate. 
They will help select, secure and 
supervise the installation of equip- 
ment meeting the requirements of 
the light conditioning recipes, and 
will provide personnel to dem- 
onstrate the homes. 


s GE will provide lamp bulbs for 
the demonstration homes, the 
lighting recipes, over-all guidance 
and national promotion. 
Equipment manufacturers will 


be asked to supply catalogs and 
samples of their equipment that 
meet the recipe requirements. 
Contractors will be encouraged to 
permit installation of light con- 
ditioning equipment and furnish- 
ings in homes selected for dem- 
onstration, and to permit these 
homes to be open to the public for 
specified periods agreed upon by 
the contractors and utility com- 
panies. 

New and improved light sources 
are now available in quantity, ac- 
cording to GE. Manufacturers of 
lighting fixtures and _ portable 
lamps have begun to produce full 
lines of lighting fixtures designed 
to fill the lighting recipe require- 
ments. 

Moreover, GE spokesmen point 
out, the actual cost of home light- 


‘.» 
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ing is less now than it was before 
World War II, and one dollar in 
1950 will buy six times as much 
light as a dollar did in 1920. 

The lack of good home lighting, 
GE says, has been caused by a 
combination of four factors: 


w “1. The average homemaker has 
never been shown what it is and 
how to get it. 

“2. Home lighting is not ‘pack- 
age’ merchandise like a refriger- 
ator, range, or hot water heater, 
It is an assembly of products call- 
ing for a recipe to be prepared and 
followed to meet the living habits 
and needs of the home. Specific 
recipes until now have been lack- 
ing. 

“3. Adequate retail distribution 
of the more desirable portable 
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fore lamps and fixtures has been lack- 
r in ing, as has the sustained merchan- 
uch dising of this equipment. 

4. The scarcity of sales pro- 
ing, grams which recognize the basic 
y a differences between home light- 
ing and home appliances, and 
geared to the service of the mar- 
has ket.” 
and If GE’s projected program is 
carried out as contemplated, it is 
ick- expected that manufacturers of 
per- lighting equipment, public util- 


iter, ities and retailers will develop and 
all. undertake new advertising both 
and nationally and locally. 

bits Ollie H. Young, assistant man- 
‘ifie * ager of the GE lamp department's 
ick- general sales division, Nela Park, 


Cleveland, is chairman of the 
tion committee in charge of the pro- 


originated by Eugene W. Com-! slats, painted in House & Garden’s 


mery, iliuminating engineer in 
charge of GE’s residential light- 
ing activities, and were drafted 
under his guidance. 


Lorentzen Blinds Tie in 
with ‘House & Garden’ 


Lorentzen Hardware Mfg. Co., 
New York, is tying in its Levolor 
venetian blinds to the 1951 colors 
selected by House & Garden. The 
magazine each year picks a series 
of colors which are promoted na- 
tionally among department stores 
agreeing to feature house furnish- 
ings in these colors. The company. 
has produced a 16x23” counter 
card which features its ad in House 
& Garden. 

The card, which is being sent to 
Levolor customers and stores, fea- 


colors. Covering letters suggest 
that Levolor build blinds for the 
stores in the selected colors in order 
to fit into displays, show windows 
and room settings. 


Gimbel Promotes Weisman 

Richard C. Weisman, formerly 
assistant toy buyer for Gimbel 
Brothers, Philadelphia, has been 
named manager of direct mail, 
television programming and credit 
and internal sales promotion for 
the store. 


Blue Ridge Names Hines 


James N. Hines, formerly pro- 
duction manager at Ewell & Thur- 
ber Associates, Chicago, has been 
named vice-president of the Blue 
Ridge Color Plate Co., Chicago, 
manufacturer of litho and letter- 


49 Brewers Sponsored Sports on 59 TV 
Stations During Summer Months: Ross 


New York, Sept. 14—Brewers— 
numerically, at least—were the No. 
1 TV sports sponsor this summer; 
automobile dealers and associated 
companies placed second. 

Wallace A. Ross, publisher of 
regular compilations on TV pro- 
gramming, reports there were ap- 
proximately 49 beer companies 
carrying sports events on 59 video 
stations during the warm weather 
months. More than 28 motor prod- 
ucts—including automobiles, car 
accessories, gas and oil—were the 
featured product on shows on 34 
stations. 

Mr. Ross’ spot check revealed 


able gram. The lighting recipes were!tures miniature venetian blind! press plates. 


80 advertisers, ranging from dog 


ADVERTISERS HAVE ASKED FOR 


onthe IKUE STRKENGTH or 
BUSINESS PAPER READERSHIP 


re now made available by the ARF and ABP 


ree more surveys in “The Continuing Study of 
siness Papers’’ are casting new light — more 
netrating than ever—on the ‘‘who,” “how” and 
ow much” of business paper reading. These sur- 
ys reveal the kind of unbiased, exacting facts 
vertisers and agencies have said they wanted. 


How many subscribers and readers influence 

rchases? Specify brands? . . . What is the range 

readership on editorial material? On advertise- 

nts? ... How much home reading is there? ... 

Awe subscribers share their copies with other 
ers? 


These and a host of other live questions that affect 
vertisers’ evaluation and use of business paper 
ce are answered, authoritatively, in these stud- 
. The examples presented on the opposite page 
stated broadly, and are merely illustrative. The 
arate studies on Automotive Industries, American 
ider, American Machinist, and Chemical Engi- 
ring deal strictly in specifics. They afford an 


abundance of pertinent data which the fact-hungry 
advertising buyer can absorb. ABP urgently recom- 
mends that you get copies of each report (how to 
get them is explained below) and study the findings. 


“The Continuing Study of Business Papers’ is 
conducted by the Advertising Research Foundation* 
and paid for by the Associated Business Publi- 
cations and its participating members. ARF’s sole 
purpose is to carry on impartial and objective media 
research which points the way to more effective 
advertising. The money invested in this project is 
now in the neighborhood of $150,000. 


ABP is proud to serve as the sponsor of this 
tri-partite project. We believe it is a significant 
contribution to the advertisers’ store of media 
knowledge, and that it competently demonstrates 
the real and unchallengeable strength of qualified 
business. papers. 


*An organization sponsored jointly by the American Association of 
Advertising Agencies and the Association of National Advertisers. 


HOW TO OBTAIN YOUR COPIES . . . Copies of Study No. Two, on American Builder, available in August, 
1950... Copies of Study No. Three, on American Machinist, available in September, 1950. . . Copies 
of Study No. Four, on Chemical Engineering, available in October, 1950... Following publication, one 
copy of each study is mailed without charge to each member of the AAAA, the ANA, and ABP... Extra 
copies for members of these organizations, and copies for members of the NIAA, cost $5.00 per single 
copy, or $10.00 per three copies (in any combination desired) . . . Copies for non-members of these organi- 
zations are available at $25.00 each. FOR YOUR COPIES, WRITE TO YOUR ORGANIZATION’S HEADQUAR - 
TERS OR THE ADVERTISING RESEARCH FOUNDATION « 11 West 42nd Street» New York 18, N. Y. 


3 SUSINESS PUBLICATIONS 


The group of ABC-audited, paid circulation business publications which 
N. bas been cooperating since 1916 to maintain and enhance the standards of 
business paper publishing, in the interest of the reader and the advertiser 
as well as the publisher. 


food to cigarets, backing televised 
sports on 98 stations. Equally 
variegated were the types of events 
covered. Among them: baseball, 
boxing, wrestling, horse racing, 
golf, tennis, Roller Derby, etc. 

The average leading TV sta- 
tion carries a major or minor 
baseball schedule, with pre- and 
post-game interviews, one night 
of wrestling and boxing weekly, 
plus one weekly sports film and 
a daily sports summary, according 
to the report. 


Judd Joins Fairchild 

Clarence Judd, formerly an ac- 
count executive with Hill & 
Knowlton, has been named direc- 
tor of marketing research for all 
Fairchild Publications, New York. 
He succeeds David Carson, who 
will join the staff of the research 
bureau for retail training at the 
University of Pittsburgh after Oc- 
tober 1. 


| Best Buy in 
SOUTHERN | 


NEW ENGLAND 
WTIC 


FAMILIES 
in The WTIC 
BMB* Area 

spend each year 
$217,063,000** 
in General 
Merchandise 
Outlets 

This is part of total 
Annual retail sales of 


$2,317,525,000! ** 


SUGGESTION—For complete 
WTIC-BMB Study call 
Weed & Co. 


PAUL W. MORENCY 
Vice President—General Manager 


WALTER JOHNSON 
Assistant General Mgr.—Sales Mgr. 


WTIC’s 50,000 WATTS 
Represented nationally by 
WEED & COMPANY 


*BMB Study No. 2, 1949 
**Copyright Sales Management Sur- 
vey of Buying Power, May 10th, 1950 
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Louisville Papers 
Forced to Cut Size, 
Advertising 30% 


LovuISvVILLE, Sept. 13—Shortage 
of newsprint has compelled the 
Louisville Courier-Journal and 
Times to restrict the size of the 
papers and the advertising there- 
in by 30%. 

Saturday (Sept. 9) issues of the 
papers carried no advertising ex- 
cept church notices and death 
notices and the Sunday (Sept. 10) 
issue of the Courier-Journal car- 
ried no advertising except that 
contained in the rotogravure and 
comic sections. 


s A statement by the papers said: 
“The reason for this unprece- 
dented and drastic action is an 


acute worldwide newsprint short- | 


age, the Canadian rail strike and 
some other circumstances which 
have affected us particularly. 

“We contracted for 41,207 tons 
of newsprint in 1950 as against 
consumption of 35,851 tons in 1949, 
and obtained an option upon an 
additional 1,000 tons. However, we 
found in midsummer that the sup- 
plier who had given us the 1,000 
tons option would not only be un- 
able to supply the additional ton- 
nage but would be forced by water 
shortage to cut back our contract 
500 tons, all in August. We then 
went into the open market and 
purchased more than 2,400 tons 
at premium prices with more than 
1,000 tons of it for August and 
September delivery. Of this, we 
have received only 250 tons, the 
remainder being scheduled from 
Canada and being caught in the 
Canadian rail strike. 


a “The Canadian rail strike lasted 
only nine days, but its effect will 
be felt for several weeks. There 
was a car shortage before the 
strike. The accumulated produc- 
tion during the period of the 
strike has accentuated the short- 
age and delayed until late Septem- 
ber the delivery of tonnage that 
should have been in Louisville the 
first of the month. Another mis- 
fortune was that a shipment of 
300 tons from Finland was sched- 
uled for delivery in New Orleans 
on Aug. 27. It was delayed by 
storms and only arrived Sept. 6, 
then had to be unloaded and 
shipped by rail. It will arrive in 
Louisville next week. 

“We have less than a week’s in- 
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POPULATION 
103,711 


Preliminary 1950 Census Figure 


The Cedar Rapids Gazette offers you nearly 
100% coverage both daily and Sunday of 
the metropolitan area (Linn County) plus 
adequate coverage in 15 other eastern lowa 


| Che - 
— Rup ids 
— Ory Pe dog 


CEDAR he IOWA 


ventory on hand and a portion of | fall cam to promote M. J. B.; Launches Popcorn Campaign editor of “Buy-Way,” merchandigs. 
that is borrowed from publisher| coffee. The schedule calls for); Betty Zane Corn Products Inc.,| img trade publication of Crosley 
friends. We hope that in two or| 1,000-line two color insertions and| Marion, O., has launched an eight- | Broadcasting Corp., Cincinnati. 

three weeks our deferred ship-| 640-line b&w layouts during the| week campaign for Betty Zane 
ments will arrive in sufficient vol- | 20-week campaign. Batten, Barton, | popcorn. Reverse newspaper ads| Charles Schafer Resigns 
ume to permit us to resume nor- 
mal operations. In the meantime 


we apologize and ask you to bear United Shoe Names Anderson Detroit, Cleveland, Columbus, Francisco 


M. J. B. Maps Cotfee Drive and publicity of the United Shoe 

M. J. B. Co., San Franciseé, will | Machine orp., Boston. He suc- | Crosley Promotes Held 
use 203 newspapers in 10 western | ceeds / . Thompson, who is re- John Edward Held has been pro-| cisco, has joined the sales staff of 
states, Alaska and Hawaii for its! tiring. 
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Durstine & Osborn, San Francisco, | and radio jingles are being used in 
is the agency. the campaign, which is con- Pe De gem « Ag Rn. ney as 
centrated in the market areas of Brisacher, Wheeler & Staff, sa 


Arthur D. And Jr. has been Adverticin “Tloomington, "Til, ~ i 

ur D. Anderson Jr. has ve ng, gton, ie 

appointed manager of advertising | the agency. Whitelaw Joins KFRC 
Seymour Whitelaw, formerly 


with Foster & Kleiser, San Fran. 


moted from assistant editor to KFRC, San Francisco. 
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Nestle Co.’s Move 
to Colorado Brings 
Shift in Agencies 


New York, Sept. 12—Nestle Co. 
will move its executive offices 
from New York, starting Sept. 29, 
to Colorado Springs, Colo. All of 
the department heads, with the ex- 
ception of Olin A. Saunders, ad- 
vertising manager, will go to Colo- 
rado, D. F. Norton, president of 


Nestle’s, told AA. Saunders’ suc- 
cessor has not yet been named, 
Mr. Norton said. 

Saunders told AA he is negotia- 
ting a new position, which will be 
announced within the next two or 
three weeks. He was formerly an 
account executive with Young & 
Rubicam. 

The Swiss Nestle interests con- 
trol Nestle’s parent company, La- 
mont, Corliss & Co., through Uni- 
lac Inc., the Western Hemisphere 
holding corporation of the world- 


wide Swiss interests which oper- 
ate from Vevey, Switzerland (AA, 
Dec. 20, ’49). 

Mr. Norton, who formerly was 
associated with Carnation Co., 
told AA that the Nestle Co. can 
operate its business in Colorado as 
well as New York. (Carnation Co. 
itself recently moved from Mil- 
waukee to Los Angeles.) 


a The company, Mr. Norton said, 
has been of the opinion for a long 
time that decentralization is a 


good thing for business. He be- 
lieves employes of the company 
will benefit by getting away from 
the hectic metropolitan life of 
New York, especially the com- 
muting problem. 

The initial move of the Nestle 
executive offices will be made 
Sept. 29, and will be completed 
about Oct. 18. An eastern, or met- 
ropolitan, sales office will be con- 
tinued in New York. 

As a result of the move, Hewitt, 
Ogilvy, Benson & Mather has re- 
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Clear Proof that... 


HOUSEHOLD HITS HOME! f° 
with the Profit Combination” 


20,503, to be exact. That’s how many lines 


Household has added over 


gain with the fattest September issue on record! 

There can be only one reason: more and more 
advertisers are finding that HOUSEHOLD HITS 
HOME! It gives them the Profit Combination of 
home families plus home editorial—in the free- 


1949—capping the 


Ze HOUSEHOLD reofad combeication 


HOME FAMILIES 442 


CONCENTRATED IN THE HOME TOWNS OF AMERICA! 
Arthur Capper Publications ° 


HOME EDITORIAL 


Topeka, Kansas 


zet TI | 


spending home communities of 25,000 and under. 

About those home families: the latest survey 
shows that 76% of Household families own their 
own homes. Match that if you can! 

Certainly you can’t match Household’s attrac- 
tive rate per page per thousand—$2.40, black 
and white; $3.20, four colors. 
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signed from the Nestea account. 
This has been turned over to 
Needham & Grohmann, which has 
been handling Nestle’s Maggi sea- 
soning, bouillon, and gravy pow- 
der. Hewitt has had the account 
only since June. It was formerly 
serviced by Doherty, Clifford & 
Shenfield. 

Cecil & Presbrey will continue 
to handle Nescafe and the evap- 
orated milk advertising, as well as 
the chocolate products now con- 
trolled by Lamont, Corliss & Co. 
(AA, April 3). 


Esquire Appoints Morgan 


Joseph W. Morgan, formerly 
sales presentation manager of Cor- 
onet, has been named sales promo- 
tion director of Esquire Inc., New 
York, succeeding G. Allen Reeder, 
who resigned last week (AA, Sept. 
11). Prior to joining Esquire Inc. 
last February, Mr. Morgan was 
research and sales promotion man- 
ager of Gillette Publications. Be- 
fore that he headed a special pre- 
sentation business under his own 
name. 


LET THE “REP” 
HELP YOU 


Branham-men are seasoned 
advertising counselors. Mar- 
ket and media-wise they are 
in constant daily contact 
with all factors who develop 
national advertising policy 
and campaigns. Branham is 
a sales organization repre- 
senting leading media and 
serving national advertisers. 


May we help you? 


Call a Branham- 
man today. 


COMPANY 


National Aduertising 


“Detroit Dallas Atlanta” 
Charlotte St. Louis Memphis 


San Francisco Los Angeles 
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PictSweet Appoints Kuhner 


Robert Kuhner, formerly with 
W. D. Clapp Co., Seattle, has been 
appointed northwest division sales 
manager of PictSweet Foods, Mt. 
Vernon, Wash. 


Becker Joins Hal Short 


Ed Becker, formerly with J. 
Walter Thompson Co., New York, 
has joined Hal Short & Co., Port- 
land, Ore., as an account execu- 
tive. 


Amazing, New 
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plete information and k w prices 


MAKE YOUR OWN 
SIGNS THE MOMENT 
YOU NEED THEM 


Gordon Plastic Products Corp. 
Dept. a Ossining, N. ¥ 


Weeklies Eligible 
for Pulitzer Prizes 


New York, Sept. 11—The 9,794 
weekly newspapers published in 
the U. S., and members of their 
staffs, will be eligible this year for 
nominations for Pulitzer prizes in 
journalism. Previously, only daily 
newspapers had been considered 
for the awards, made annually 
since 1917 by the trustees of Co- 
lumbia University. 

Dean Carl W. Ackerman of Co- 
lumbia’s Graduate School of Jour- 
nalism, who is secretary of the 
advisory board that makes final 
recommendations for the awards, 
said that the chief difficulty to 
opening nominations to weekly 
newspapers in the past had been 
lack of facilities to handle a larger 
number of entries. 

Nominations for prizes for work 
in 1950 will be accepted by the 


dean until Feb. 1. The awards us- 
ually are announced on the first 
Monday in May. 

Awards cover public service by 
a newspaper, local reporting, re- 
porting on national and interna- 
tional affairs, editorial writing, 
cartooning and news photography. 


FitzGerald Agency Adds 
Three New Accounts 


FitzGerald Inc., Providence, R. L., 
has been named to handle 
the advertising of Lincoln Woods 
Farm, Lincoln, R. I., producer and 
marketer of dairy products. News- 
papers, outdoor posters, radio and 
television will be used. The tele- 
vision show is a five-minute week- 
ly program over WJAR-TV, Prov- 
idence, featuring cookery and food 
themes. This advertiser also is 
sponsoring a radio show called 
“Smarty Bee,” a youngster’s quiz 
over WFCI, Pawtucket, and “Beat 
the Experts,” an adult quiz over 
WWON, Woonsocket, R. I. 
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The agency also has been named 
to handle the television advertis- 
ing for Citizens Savings Bank and 
Citizens Trust Co., Providence, 
featuring the 26-week “Crusade in 
Europe” over WJAR-TV, starting 
Sept. 26. FitzGerald also is han- 
dling a television show over the 
same station for Howard & Lewis, 
Providence Ford dealer. This show, 
“Identify,” is for 13 weeks. 


Appoints O’Connell 


Michael I. O’Connell, a member 
of the sales force of McGraw-Hill 
Publishing Co. since 1948, has been 
appointed midwest manager of 
Electrical West in Chicago, a Mc- 
Graw-Hill publication. He suc- 
ceeds Phil Griffin. 


Goodrich Ups Cooper 


James A. Cooper, in the pur- 
chasing division of B. F. Good- 
rich Co., Akron, has been named 
field sales manager for Koroseal 
upholstery materials in Goodrich’s 
plastics division. 
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Newspapers Again 
Get Major Partin 


Sinclair Campaign 


New York, Sept. 11—A new “su. 
per-power anti-rust” gasoline ig 
being introduced to motorists this 
month by Sinclair Refining Co, 
via 250 newspapers in 155 cities, 
radio and TV news programs and 
spots over 50 radio stations. 

First newspaper inserts broke 
last week in Sinclair’s western 
marketing region, with full-page 
and 1,000-line ads in black and red, 
These will be followed by 1,000 
and 600-line weekly b&w ads, 
Similar campaigns start in four 
other marketing areas on Sept. 12 
and 19, continuing for about 13 
weeks. Morey, Humm & Johnstone 
Inc. is the agency. 

In outlying areas, dealers, dis- 
tributors, commission marketers 
and agents will participate in a 50- 
50 co-op program placed locally 
in more than 500 daily and weekly 
newspapers. 


@ Trade advertising will appear 
in 44 industrial magazines cover- 
ing the bus, coal, construction, 
diesel, machinery, power, textile, 
aviation, marine and_ railroad 
fields. In addition, 22 farm papers 
and four oil journals will be used. 

Theme of the newspaper adver- 
tising will be “New super-power 
anti-rust Sinclair gasoline does 
what no other gasoline ever did 
before—keeps out rust as it puts 
super-power in.” 

Commenting on Sinclair’s spring 
campaign—largest newspaper 
drive in the company’s history— 
President P. C. Spencer said “our 
sales figures show an upward trend 
that is gratifying. Sales of all re- 
fined products in the first six 
months of this year over the cor- 
responding period in 1949 are up 
14.5%. 


a “HC anti-rust station sales are 
particularly significant,” he added. 
“This is the product on which we 
have been concentrating sales ef- 
fort supported with a lot of adver- 
tising. It is evident from the fig- 
ures that this effort is paying off.” 

Sinclair officials said newspa- 
pers have again been selected to 
carry the major part of the com- 
pany’s advertising because of the 
success of the spring campaign 
and because of flexibility in cover- 
ing Sinclair marketing areas 
served by refineries, product pipe- 
lines and marine terminals. 

They said the fall campaign will 
be rounded out by use of banners, 
colo posters in dealers’ windows, 
direct mail for dealers and point 
of sale displays. Feature of a “Sin- 
clair-ize for Winter” window dis- 
play is a full-color flashing dis- 
play which simulates a flying 
duck. This is captioned ‘Duck 
winter troubles.” 


Agency Group Elects Mayers 


Henry Mayers, of Mayers Co., 
Los Angeles, has been elected pres- 
ident of the First Advertising 
Agency Group, an organization of 
19 regional agencies. Other officers 
are: Parker Holden, of Holden, 
Clifford & Flint, Detroit, vice-pres- 
ident, and Gene Curtis, of Patch 
& Curtis, Long Beach, Cal., secre- 
tary. 


Moulton Joins Fairbanks 


Herbert Moulton, formerly in 
charge of the “Passing Parade” 
series at M-G-M studios, Holly- 
wood, and a shorts producer at 
Paramount studios, has been 
named production manager of 
Jerry Fairbanks Productions, 
Hollywood. 


James Joins Butler-Emmett 


Don James, former free-lance 
writer and publicity man, has 
joined Butler-Emmett Advertising, 
Portland, Ore., as a copywriter. 
The agency has moved from the 
Multnomah Hotel to new offices 
at 207 Concord Bldg. 
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pulling power 


Some things will always draw a crowd! And First 3 


Markets Group’s over 7,000,000 families is a large 


crowd. In 1522 Cities and Towns that account for 


41% of total U.S. Retail Sales First 3 Markets Group 


delivers 49% average coverage. 
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Abrasives Makers 
Found Guilty in 
Anti-Trust Action 


Boston, Sept. 14—Four leading 
American manufacturers of coated 
abrasives have been adjudged a 
trust by Judge Charles E. Wyzan- 
ski Jr. in federal district court 
here, and ordered to terminate 
their joint ownership of foreign 
factories and to dissolve their 


jointly owned export subsidiary, 
Durex Corp. of Jersey City, N. J. 

The court ruled, in the anti- 
trust suit brought by the federal 
government, that the Minnesota 
Mining & Mfg. Co., St. Paul, Behr- 
Manning Corp., Worcester, Mass., 
Carborundum Co., Niagara Falls, 
N. Y., and Armour & Co., Chicago, 
were in violation of the Sherman 
Anti-Trust Act, but permitted the 
four companies acting individually 
to operate or acquire any of the 
foreign factories. 


America’s 


FOREMOST 
TOY TRADE 


Magorine 


The suit also involved Durex 
Abrasives Corp. and Durex Corp., 
both of Jersey City. Durex Abra- 
sives, owned by the four compan- 
ies, was formed in 1929 to en- 
gage in the coated abrasives ex- 
port trade. Durex Corp., formed at 
the same time, owns and operates 
several foreign plants manufac- 
turing coated abrasives, and also 
holds numerous foreign patents. 

The Department of Justice filed 
the suit on Jan. 28, 1947, and it 
was tried in June of this year. 


United Promotes Forsey 

United Wallpapers Inc., Chi- 
cago, has appointed Harold G. For- 
sey as president and general man- 
ager in charge of all operations 
of its Canadian division, Sun Test- 
ed Wallpapers Ltd., Toronto. Mr. 
Forsey was formerly vice-presi- 
dent and general manager of the 
division. 


Lehmann to Continental Can 
George P. Lehmann, formerly 
with the plastics division of Gen- 


Advertising Age, September 18, 1980 


LOS ANGELES CONFAB—Herbert W. Moloney, right, president of Moloney, Regan 

& Schmitt, national newspaper representative, heads a meeting with executives 

of the Los Angeles Herald & Express, and members of his company’s Los Angeles 

office. In the center is David W. Hearst, publisher of the Herald & Express, and on 

the left is William Schmitt, Ist vice-president and Pacific Coast manager of 
Moloney, Regan & Schmitt. 


eral Electric Co., has been named 
general sales manager of the plas- 
tics division of Continental Can Co., 


Cambridge, O. 


, 
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in war or peace... 


| Detroit Means Business 


_ The country well remembers Detroit’s great contribution to victory 
in World War II, when it became the Arsenal of Democracy. Con- 
fronted with another military crisis, the nation again turns to 

, - Detroit: The full might of Detroit’s manpower and expanded manu- 

; : facturing facilities, which have produced 45 billion dollars’ worth 

of peacetime goods since war’s end, is ready to assume its giant role 
‘in the production of war materials necessary to preserve freedom. 


The Detroit News 


THE HOME NEWSPAPER 


owners and operators of radio stations WWJ, WWJ-FM, WWJ-TV 


16 Restaurant Assn. 
Papers Organize; 
Offer Package Deal 


MILWAUKEE, Sept. 13—To make 
it easier and cheaper for advertis- 
ers to take advantage of the 
greater penetration and local im- 
pact of 16 official state and local 
restaurant association publications, 
Associated Restaurant Publications 
has been organized here. 

Advertisers are offered a pack- 
age discount of approximately 
7%2% for using all 16 books. Only 
one set of plates need be sunvplied. 
Cost of electrotypes is absorbed 
by the member publications. Other 
economies include the need for 
only one insertion order, one set 
of tear sheets, one invoice and one 
check for the entire group. 


s Associated Restaurant Publica- 
tions has its headquarters at 7091 
Plankinton Bldg. It plans to open 
New York and Pacific Coast of- 
fices in the next few weeks. The 
new setup is modeled after Associ- 
ated Beverage Publications, which 
has represented 13 state liquor 
papers for several years. 

Publications represented are: 
A La Carte (Louisiana, Mississip- 
pi), Arizona Restaurateur, Chef 
(Colorado, Wyoming, New Mexi- 
co), Florida Restaurant Operator, 
Golden Gate Restaurant Review 
(San Francisco Bay area), Grill 
(North Dakota), Illinois Restau- 
rant News, Kansas Restaurant, 
Michigan Restaurateur, Missouri 
Restaurant, News (state of Wash- 
ington), Northwest Host (Minne- 
sota, Iowa, Wisconsin, Montana, 
North Dakota, South Dakota), 
Oklahoma Restaurant, Oregon Res- 
taurant News, Tennessee Restau- 
rant Voice, and Wisconsin Restau- 
rateur. 


Soda Ash Status Eases 


Wyandotte Chemicals Corp. re- 
sumed soda ash production last 
week after a five-day walkout. 
The critical soda ash situation. in 
short supply for several months, 
has been of major concern to the 
nation’s distillers seeking to insure 
their supply of bottles for the holi- 
day season (AA, Sept. 11). Still 
strike-bound are four plants of 
Solvay Process division of Allied 


mond Alkali Co. Wyandotte turns 
out about 25% of the country’s 
marketed soda ash. 


Canadian Graphic Elects 


George Swan has been elected 
president of the Canadian Graphic 
Arts Assn. Other officers include: 
W. D. Hurley, Brantford: James 
Irvine, Winnipeg, and O. S. Mark- 
ham, Montreal, vice-presidents. 
Honorary treasurer is Airne Lap- 
lante, Montreal. 


Buys ‘Locker Operator’ 

Locker Operator, published by 
National Frozen Food Locker 
Assn., Chicago, has been purchased 
by Locker Management Inc., St. 
Louis. Locker Operator has ceased 
publication and has been incorpo- 


rated into Locker Management. 


Chemical & Dye Corp. and Dia- . 
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Use of Coffee Bags 
Growing; National 
Ad Drive Planned 


Boston, Sept. 14—Per Cup Cof- 
fee Corp., manufacturer of Steep- 
olator coffee bags, has formed a 
separate corporation, Modern Cof- 
fees Inc., to advertise and mer- 
chandise its one-cup coffee bags. 
The new corporation already has 
opened a newspaper and radio ad- 
vertising campaign in New Eng- 
land, and plans to expand into na- 
tional advertising shortly. 

Steepolator coffee bags were 
first introduced about a year ago 
(AA, Aug. 29, 49) by Araban Cof- 
fee Co., and now are being used 
by five other New England coffee 
makers. Roasters send their blends 
in whole bean form to the manu- 
facturer. The bean is ground and 
packaged in Steepolator bags, 
which in turn are packed 20 to a 
vacuum-sealed jar labeled with 
the roaster’s brand. The jars, 
packed 12 to a case, are then ready 
for the roaster to distribute 
through his normal channels. 


= Steepolator bags give roasters, 
jobbers and retailers several times 
the profit per pound of regular 
‘vacuum-packed coffee, according 
to Stanley H. Beaman, president 
of Modern Coffees and head of his 
own marketing and advertising 
company here, but cost the con- 
sumer little more because they 
eliminate much of the waste that 
occurs when coffee is brewed in 
a pot. 

A test campaign has been con- 
ducted for the new bags during 
the past year, with 1,100 consumers 
being given samples of Steepolator 
bags containing their favorite 
brand of coffee. The results showed 
that more than 80% would like 
to buy their coffee packaged this 
way, as well as in its regular pack, 
Mr. Beaman said. 


s Samples also were sent to food 
editors, testing kitchens of maga- 
zines, and professional coffee tast- 
ers of coffee companies. Surveys 
of retailers selling coffee in Steep- 
olator bags revealed that sales 
were increasing steadily, despite 
the fact that the only advertising 
up to this time was word-of-mouth, 
according to Mr. Beaman. 
Continuing consumer surveys 
also clearly indicated, he added, 
that the successful history of tea 


PRESTIGE AND PROFITS 


You get both in Foreign Service, 
the V. F. W. magazine, when you 
tell your story to the families of 
more than one million veterans (91.1 
per cent World War Il). 


No advertising campaign builds 
either prestige or profits if it fails 
to get readership. 


Mail order clients are proving 
that Foreign Service readership pays 
off with handsome profits. That's 
convincing proof of the kind of 
readership that will build prestige 
for your product, plus profits. 


TODAY FOR FREE SAMPLE 
OF LAST THREE ISSUES 


Foreign Sewice 
THE V.F.W. MAGAZINE 
Dan B. Jesse, Jr. & Associates, Inc 


Advertising Directors 
10 East 43rd St., New York 17, N. Y. 


Advertising Age, September 18, 1950 
bags would be repeated with coffee: 
bags 


“Here was an absolute natural,” 
he said, “a product for which na- 
tional demand existed because it 
was similar to widely-used tea 
bags. But only a few people in one 
section of the country (New Eng- 
land) knew that it had been per- 
fected and placed on the market. 

“The next step, after completing 
our surveys, was to tell the coffee 
drinking public that coffee bags 
were available, and to set up a 


sales organization to handle ar- 
rangements with coffee companies 
who desired to pack their brands 
in Steepolator bags.” 

Stanley H. Beaman Co. handles 
advertising for Steepolator bags. 


WERD Names Interstate 


Interstate United Newspapers, 
New York, has been appointed ex- 
clusive national representative for 
WERD, Atlanta. WERD claims to 
be the only Negro-owned commer- 


cial radio station in the U. S. 


Watch Film Available 


A sound motion picture, “Selling 
Up,” produced for The Watch- 
makers of Switzerland, is now 
available for showings by jewelers’ 
associations and horological 
groups. Filmed in Switzerland and 
the U. S., it is designed to supple- 
ment national consumer and trade 
advertising put out by the watch- 
makers, and is available by writing 
to the Swiss Watch Repair Parts 
Information Bureau, 730 Fifth 
Ave., New York 19. Foote, Cone 
& Belding handles the account. 
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Opens PR Consultant Office 


James J. Morris, formerly man- 
ager of the news bureau of South- 
ern Pacific Co., has opened his own 
office in San Francisco as a con- 
sultant in publicity and public re- 
lations. He was with the railroad 
for 34 years. 


Sills Promotes Burras 

Hugh J. Burras, director of sales, 
has been named executive vice- 
president of Sills Inc., Chicago, 
public. relations concern. 


CIAO } painrine COMPANY «¢ 2639 NORTH 


% When we print your ad on “‘self-stik”’ 
MystTIK, it’s ready to be put up with a touch 
That means more point-of-sale advertising . . . 
less waste. And MystTIk gets the best spots. . . 
cash registers, counter tops and fronts, store 
doors or right on your product. 


We will print and die-cut MystTIxk to give you 
attractive and useful point-of-sale plaques, shelf 
strips, two-way door signs, product identification 
and price labels, can and bottle holder plaques 


and projection displays. 


MysTIK is just part of CHiIcaGo SHow Printing 
Company’s full line of point-of-sale services and 
merchandising aids from a creative art department 
to complete facilities for printing, lithographing 


and distribution. 


FREE—Write for sample and new book, 
“39 Ways to Use MYSTIK.” Also idea book on 
cardboard and other displays of every kind. 


Self-Stik 
Point-of-Sale 
Advertising 


REPRESENTATIVES: A few choice territories still available. Write for information. 


KILDARE e CHICAGO 39,1LLINGIS eIN NEW YORK 1775 BROADWAY 
OFFICES IN PRINCIPAL CITIES 
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‘Times-Herald’ Names Hill 


Samuel B. Hill, formerly com- 
mercial manager of WIP, Phila- 
delphia, and more recently sales 
manager of the WIP “Kitchen 
Kapers” radio program, has re- 
signed to become national adver- 
tising manager of the Washington 
Times-Herald. John M. Faber, in 
the food advertising department of 
the Philadelphia Evening Bulletin, 
has been named to succeed Mr. 
Hill on “Kitchen Kapers.” 


WOW Gets ‘Cisco Kid’ Show 


WOW and WOW-TV, Omaha, 
have signed a new contract just 
short of $45,000 with Schulze Bak- 


ing Co., Omaha subsidiary of Inter- 
state Baking Co., for the AM and 
TV versions of the “Cisco Kid” 
show. Under the new setup, the 
AM “Cisco” series will be moved 
from two stations, KOIL, Omaha, 
and KMA, Shenandoah, and will 
be spotted at 6-6:30 p.m. Monday, 
Wednesday and Friday over WOW. 
The filmed TV version will appear 
on WOW-TV at 7:30 p. m., Thurs- 
day. 


Air Force Calls Nobles 

Grover D. Nobles Jr., for three 
years an account executive of 
West-Marquis, Seattle, has been 
called to duty as a first lieutenant 
in the Air Force. 
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WCAU-TV Issues New Rate 
Card; Rates Up 22% 


Station WCAU-TV, Philadel- 
pais. which started a 17-hour 

roadcasting schedule, has issued 
a new rate card (No. 5), which 
increases the cost of Class A, live 
time, from $700 an hour to $900. 
The last rate card was issued last 
November. The new increase is 
based on the local television mar- 
ket of 565,000 sets, as against 300,- 
000 in use last November. The new 
card is 22% above the last one. 

WCAU-TV also announced that 
special film rates are being elimin- 
ated from the schedule. Spot an- 
nouncements also have been in- 
creased from $100 to $150. In ad- 
dition, the Sunday period between 
1—10:30 p. m. has been included 
in Class A time. Class B time now 
includes 5—7 p.m. Monday 
through Friday, instead of 5:30— 
7 p.m., and 10:30—11 p.m., Sun- 
day. The latter formerly was Class 
A time. Current advertisers will 
enjoy Rate Card No. 4 rates until 
the end of next February. 


Federal Reserve Figures on Department Store Sales 


WasHIncTon, Sept. 11—Depart- 
ment store sales during the week 
ended Sept. 2 were only 5% above 
the volume for the same week last 
year. ’ 

The war-scare buying boom be- 
gan to slacken in mid-August. 
Then, for about two weeks, sales 
were steady at a level of from 10% 
to 15% above the 1949 figures and 
5% above sales in the correspond- 
ing period of 1948. 

In the latest .Federal Reserve 
Board report, the dollar volume of 
sales actually was up from the 
preceding week this year, but only 
5% higher than in ’49. 

However, because of the fluctua- 
tions in the weeks immediately 
preceding and following Labor 


| 
Introduction, 
please! 


w~ 


You and Mary Jean ought to know each other 


Now that you know Mary Jean, we’d like to 


Mary Jean Foster of Waco is a sophomore at 
the Missouri College of Agriculture and one 
of Missouri’s most outstanding 4-H club girls. 
At last count, she had completed 36 sepa- 
rate projects, prepared some 246 separate 
exhibits, worked on judging teams and even 
given demonstrations! We think so much 
of her that we awarded her one of the cov- 
eted Missouri Ruralist scholarships to 
the American Youth Foundation Camp at 
Shelby, Michigan. 


Missouri Ruralist 


Published by Capper Publications 


tell her about you! But you’re old friends 
already if you advertise in Missouri Ruralist 
—because she (like her 4-H club friends) are 
avid Missouri Ruralist readers. That’s where 
they look for the latest information on farm- 
ing and farm homemaking... and latest local 
4-H club news! Remember this extra influ- 
ence you get with Missouri Ruralist. You can 
count on an audience that is willing to listen 


... believe...and buy! 


Editorial Office, Fayette, Missouri Business Office, Topeka, Kansas Png 


DEPARTMENT STORE 
_ SALES-INDEX 


Week to Sept. 2, '50* p310 
Week to Sept. 3, ’49*..295 
Week to Aug. 26, ’50*..290 
Week to Aug. 27, ’49*..252 
Month of July, ’50......p363 
Month of July, °49......281 


pPreliminary. 
“Not adjusted seasonally. 


Day, comparisons between 19 
volume and sales in former ye 
are less significant than they wil 
be in mid-September. 

Consumer buying still was rel: 
tively strong in midwestern, sout 
western and West Coast distri 
but many cities along the Easte 
Seaboard reported losses on t 
year-to-year comparison. Larg 
drop was the 20% decline in N 
Orleans. Largest gain was the 36% 
rise in St. Paul, which resulted ij 
part from work stoppages in cer- 
tain stores last year. 

According to Department 
Commerce estimates, sales of ser- 
vice and limited-function whole. 
salers in July totaled $6,335,000, 
000, as compared with sales of $4, 
856,000,000 during July, 1949, 
increase of about 30%. 

% Ctgnee. from " 


Federal Reserve 
District and City 
UNITED STATES 
Boston District 


July 
30 
18 
New Haven ...... 18 133 + 
Bost 21 ll 3 
Springfield .....:.. 12 2 + 
PrOVIdENCE ..........0..000000 19 9 
21. 9 ef 
25 2 — 
23 6 - 
19 10 — 
21 + ril2 
Syracuse 30 12 
Philadelphia District 27 13 
Philadelphia 26 12 
Cleveland District 33 19 
[7 33 21 
IIIT, consacestniesosspiices 29 18 
Cleveland 29 16 
Columbus 24 24 q 
Toledo 25 9 + 
Erie ........ 33 22 
Pittsburgh ............. * 31 21 
Richmond District ........ 17 r8 
Washington .. 10 9 
Baltimore ....... 21 9 
Atlanta District 31 Sor? 
Birmingham 29 20 
. 32 38 7 
Atlanta ...... 37 6 
New Orlean 31 r4 
Nashville ...... 26 18 z 
Chicago District 29 «= r20 
Chicago ............ 22 17 J 
Indianapol 24 21 
Detroit ....... 37 23 
Milwaukee 24 34 
St. Louis District 29 =«rl2 
EE TREES” cnesnicsenscsnsese 33 2 
Louisville . 37 ll 
St. Louis ..... 27 13 
Memphis ... 26 9 
Minneapolis District 31 38 
Minneapolis ................. 36 27 
«ee 33 69 } 
Duluth-Superior .......... 26 a 
Kansas City District .... 36 13 i) 
_ “ _ eCcomeene 31 ll 4 
IID sesicientintretteeeetnens 37 3 
Kansas City 38 20 
St. Joseph ..... 29 6 
Oklahoma City 37 9 1 
ci... ae 49 8 1 
Dallas District 43 12 1 
eee 42 10 
|} =e 42 rij 
Houst 43 17 
San Antonio ................. 428 —3 6 
San Francisco District .. 39 r9 8 
Los Angeles Area ...... 40 9 Ww 
Oakland oe 
San Francisco 14 5 
Portland 7 3 
Salt Lake City . 10 $ 
ttle 8 1 
rRevised. 
*Data not available. 
Pushes Sports Shoes 


Daoust Lalonde Inc., Montrea 
shoe manufacturer, is using 4 
and 200-line ads in French an 
English weekend rotogravure 
tions this fall for its sports foot 
wear. A test campaign also is run 
ning in Ottawa dailies to promo 
the company’s Dr. Verner’s Tru 
Phit arch shoes. Cockfield, Browt 
& Co., Montreal, is the agency. 


Doyne Appoints Linton 

Donald MacRae Linton has beet 
appointed merchandising and pro 
motion manager of Doyne Adve 
tising Agency, Nashville. Mr. Lit 
ton formerly was with Grant 
vertising Agency, Chicago. 
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“Advertising Age always receives 
a preferred position in my reading 


Says MURRAY M. SPITZER 
Advertising Director 
REVLON PRODUCTS CORP. 


“For a long time, Advertising Age 


has always been a favorite of mine. 


As a student, teacher, and practitioner of 


MURRAY M. SPITZER 


Mr. Spitzer’s background in advertising 
might well be considered a rounded one. 
preferred position in my reading pile. I like your Beginning in retailing, he was with Namm’s, Gimbel’s, Macy’s, 
and then advertising manager of the Hecht Co. For a short period, 


advertising, your publication always receives 


terse style of presenting valuable information. he served as a consultant in the agency field. During his 


retailing years, Mr. Spitzer helped form the curriculum for retail 


business courses at Long Island University and Hunter College. 


With a fast-moving, pace-setting firm like There he taught advertising and sales promotion. He’s still ajmember 


e of the faculty at Long Island University and C.C.N.Y. In addition 
i Revlon, an executive’s reading time of to teaching he found time to write and direct several radio programs 
8 and a television show because an “ad manager should know 

4 i trade papers demands no weste motion. as much a his tools as is humanly possible.” In 1947 he joined 

4 Y the hard-hitting, promotion-minded Revlon Corporation 

' in the highly competitive cosmetic industry. There his knowledge 

é Congratulations on a fine job.” of “his tools” helps him keep a watchful and judicious eye 


17a on an ever-increasing advertising program. 
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Auto Developments 

Eyed by Newspaper 

Classified Managers 


HarrispurG, Pa., Sept. 12—Au-| 


tomobile manufacturers are going 
ahead with plans for 1951 model 
cars because of the long-range pro- 
gram involved in developing new 
styles, Don C. Burdette, manager 
of used car and truck sales, Ford | 
Motor Co., told a Pennsylvania! 
Newspaper Publishers Assn.’s 
classified advertising clinic here 
today. 

“We are in much the same posi- 
tion as a tight-rope walker cross- 
ing Niagara Falls. We’re well past | 


peg ot 
THE LETTER SHOP, Inc. 


Chicago 5.1 inois 


431 8. Dearborn St., 


| the middle and it’s wiser to keep; 
going” despite the war-economy their rates within the past year. 


cloud, Mr. Burdette said. 


for the new model are close to 
completion. After our change- 
over date, we couldn’t build a 1950 
car even if we wanted to,” the 
speaker said. 


ws Earlier, the classified advertis- 
ing managers severely criticized 
policies on new car advertising, 
particularly Studebaker, which 
they said prohibit a dealer from 
advertising in papers outside his 
own community if there is a local 
daily. 

The group was told by D. B. 
| Barnhart, PNPA classified adviser 


.| and classified manager of the Mc- 


Keesport Daily News, that help 
wanted ads, miscellaneous sales, 
and wanted-to-buy and equipment 
copy could be built up to fill the 
possible reduction in automobile 
space as the country approaches 
a wartime footing. 

The classified managers clinic 
reported that about one-third of 
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the papers represented had raised; Aug. 31 (AA, Aug. 28), has joined 


Another third plan to do so within 


“Machines, tools and equipment | the next year. 


ws Some publications with con- 
tracts for classified have permitted 
them to expire before changing 
the contract rate. Others said they 
had 60-day rate change notifica- 
tion clauses in their contracts per- 
mitting the new rates to apply to 
the contract advertisers. 

Local vs. national rates in classi- 
fied were discussed, with most 
papers on record as applying the 
national rate unless the advertis- 
er is established in the commu- 
nity, with an office there. 

The managers were advised to 
get women on their staffs now if | 
they have young men of draft age | 
in their departments. 


Van Diver Joins Hopper 
with Ten Accounts 

Vernon H. Van Diver Sr., one of 
the founders and executive vice- 
president of Van Diver & Crowe, | 
New York, which was dissolved 


the Schuyler Hopper Co., New 
York, as an account executive. 

Mr. Van Diver told AA he is 
taking 10 accounts with him to 
Hopper’s, but declined to name 
them at this time. No other execu- 
tives of Van Diver & Crowe, ex- 
cept Mr. Crowe, who has returned 
to the U. S. Department of State, 
and Arthur Judson, who has 
opened his own office under the 
name of Arthur Judson Inc., have 
announced their plans for the 
future. 


Two Join Lawson Agency 
Everett Hoffman, formerly de- 
sign consultant for Richard L. 


| Sandfort Inc. and Ceramics Inc., 


and Jeff Markell, designer and 
color consultant, have joined Tom 
Lawson Associates, New York, 
point of sale agency. They will 
work as industrial designers and 
| account executives. 


Association Changes Name 

The Assn. of Advertising Film 
Companies, Kansas City, has 
changed its name to Assn. of 
Theatre Screen Advertising Com- 
panies. 


qou pick the spot... 


Day-Glo 


sells your story 


unig BROTHERS, _ 


‘LAWTER CHEMICALS, INC. 
3554 TOUHY AVENUE > 
CHICAGO 45, ILLINOIS — 


@ DAY-GLO’s five colors are daylight 


fluorescent—visible up to four times as far as the 
brightest of ordinary colors—TERRIFIC at normal 
reading distances. DAY-GLO makes your message 


glow brighter than any lighted sign from dawn 


to dusk—is unequalled for 24-sheet posters, street 
car cards, signs, point-of-sale purchase displays and 


other temporary, changeable advertisements. 


“The Brightest Colors In The World” 


For more effective use of your advertising dollar, 
mail this coupon TODAY to Lawter or Switzer. 


Without charge or obligation, please send 
me full particulars about DAY-GLO, t- 


gether with a color card. 


Your Name 


Company Name 
Street Address 


City & State 


FALL DRIVE—S. C. Johnson & Son began 
its biggest campaign last week with 
this combination deal copy in The Ameri- 


can Weekly, Parade and This Week 


Magazine. 


S. C. Johnson Fall 
Drive Launched with 
Combination Offer 


RAcINE, Wis., Sept. 12—S. C. 
Johnson & Son Inc., maker of 
Johnson’s wax, today launched its 
largest ad campaign. 

The schedule, including 96 Sun- 
day newspapers, 22 magazines and 
TV, is two and a half times larger 
than any previous one in terms 
of “see power.” 

To open the drive, Johnson’s an- 
nounced a_ special combination 
deal in The American Weekly, 
This Week Magazine, Parade and 
other Sunday magazines. Glo- 
Coat floor wax and Cream furni- 
ture wax are offered in these ads 
for 98¢—a saving of 20¢ on the 
regular price of the two items. 


a On TV for the first time, John- 
son’s will co-sponsor “Saturday 
Night Revue” on NBC-TV. Car- 
Plate and Glo-Coat will be pro- 
moted on the show. Special TV 
spots throughout the country also 
will promote Car-Plate. 

As a supplement, 500 and 1,000- 
line ads featuring Glo-Coat will 
run weekly from today until Nov. 
23 in 66 newspapers in New York, 
New Jersey, Connecticut, Penn- 
sylvania, Massachusetts, Maine, 
New Hampshire, Rhode Island and 
Maryland. 

Needham, Louis & Brorby, Chi- 
cago, is the agency. 


Ad Club Course Starts Oct. 9 


The 27th annual advertising and 
selling course, to be sponsored by 
the Advertising Club of New York, 
will get under way on Oct. 9. The 
course will comprise 27 lectures 
covering salesmanship, advertis- 
ing media, techniques of adver- 
tising and relationships between 
advertising and selling, and six 
series of clinics. The clinics will 
cover sales promotion, selling, ad 
copy, radio, advertising production 
and sales and advertising research. 


Four New Stations 
Afttiliate With ABC 


WGL has been signed as the Ft. 
Wayne affiliate of American 
Broadcasting Co. effective Oct. 15 
replacing WOWO, which will join 
National Broadcasting Co. Mean- 
while ABC has signed WEAR, 
Pensacola, replacing WBSR. 

Two other fall additions to ABC: 
WJON, St. Cloud, Minn., a new 
— and WTTS, Bloomington, 

nd. 


Celanese Breaks TV Drive 


Celanese Corp. of America, 
New York, has started a television 
spot campaign in 14 major markets. 
The open-end, one-minute an- 
nouncements plug retail outlets 


handling the manufacturer’s prod- — 


uct. Ellington & Co. is the agency. 

Films also are available to de- 
ent stores for additional 

showings at their own expense. 
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Parker Pen Plans 
$160,000 Push for 
Gas-Fueled Lighter 


JANESVILLE, Wis., Sept. 13—Par- 
ker Pen Co. plans a $160,000 
Christmas advertising campaign 
to promote its newly-acquired 
Flaminaire, a butane gas-fueled 
cigarett lighter. 

The lighter, now being distri- 
buted to dealers, was obtained by 
Parker on an exclusive basis from 
its French inventors, Marcel Quer- 
cia and Georges Ferdinand. It is 
a wickless lighter that burns va- 
porized butane gas. 

More than 200,000 Flaminaire 
lighters have 
been distribu- 
ted through- 
out continen- 
tal Europe, 
and indica- 
tions are that 
they will pro- 
vide more than 
3,000 lights 
from a single 
butane car- 
tridge. This is 
about a five- 
month supply 
for the aver- 


age smoker. 


s Weight of the lighter, complete 
with cartridge, is only 3% ounces. 


It has a release button separated: 


from the flint wheel to avoid acci- 
dental lighting in the hand or 
pocket. The butane fuel is odor- 
less and tasteless and burns evenly 
without smoke. 

Detailed ad plans for Flaminaire 
are not ready for publication, 
but Parker states that a “broad 
list of big circulation magazines 
is contemplated.” Point of purchase 
material and cooperative advertis- 
ing also are planned. 

Tatham-Laird Inc., Chicago, is 
the agency for Flaminaire adver- 
tising. 


Kaufman Adds Evanger 
Account; Appoints Ross 


Evanger Kennel Foods, Chicago, 
has placed its advertising with 
Kaufman & Associates, Chicago. A 
major portion of the company’s 
advertising appropriation for the 
remainder of 1950 will be spent 
on TV, using local markets on a 
spot basis. 

Robert J. Ross, formerly mer- 
chandise manager of Evans Fur 
Co., has joined Kaufman as an ac- 
count executive and a member of 
the plans board. Among the ac- 
counts he will serve will be Evans 
Fur Co. 


WGN Boosts Getz and Wilson 


Donald A. Getz, sales promotion 
manager of WGN and WGN-TV, 
Chicago, has been named to the 
newly created position of sales 
service representative of the sta- 
tions. Charles A. Wilson, a mem- 
ber of the sales promotion staff 
since November, 1948, has been 
appointed sales promotion manager 
of the stations. 


Names M. E. Bensignor 


M. E. Bensignor, New York pub- 
lishers’ representative, has been 
appointed exclusive United States 
representative of Actualidades de 
America, Mexico City. 


497 MAIL ORDER ADS 


in OCTOBER ISSUE of 
za) Profitable Hobbies! 


Drotitable bad 
TU) Count ’em...every ad 
keyed for direct, traceable 
results! If you haven't dis- 
covered the remarkable 
pulling power of this mail 
order magazine gold mine, 
PROFITABLE HOBBIES— 
write at once for sample 
copy and low rates. Circu- 
lation: 100,000 ABC Get 


the facts now ... write . 


PROFITABLE HOBBIES 


728 HOBBIES BUILDING, KANSAS CITY 16, MO. 


PULLS 3 YEARS! 
Even after 3 
years we still 
get orders! 
People save 
Profitable Hobbies! 
Elsa Frissell, 

Houston,Texas 


Colton Plans Ad Campaigns 


Wendell P. Colton Co., New 
York, will handle advertising for 
the new Virgin Isle Hotel, a $3,- 
000,000 Caribbean resort scheduled 
to open Nov. 17. Space will be 
used in Esquire, Holiday, News- 
week, The New Yorker and Time. 
Newspapers in a number of cities 
and various trade publications also 
will be used. Colton also announced 
it would use newspapers to pro- 
mote the Turkish State Maritime 
Lines’ new service between New 
York and Istanbul. 


Canada Dry to Offer 
Circus Premium on 
TV and in Comics 


New York, Sept. 13—Canada 
Dry will use comics and TV to 
give ad support to a new premium 
promotion aimed at children. 

The premium is a group of six 
circus toys that go into action 
when pulled with a cord. Two 
coupon labels from quarts of gin- 


ger ale plus 25¢ entitles a young- 
ster to the whole set. 

Canada Dry will use half or 
third-pages in the Metropolitan 
Sunday Comics Group, Puck—the 
Comic Weekly, and nine inde- 
pendent Sunday comics. 

The premium is intended to 
promote ginger ale sales during 
October and to help merchandise 
Canada Dry’s network TV show, 
“Super Circus.” The toys carry 
this title and will be demonstrated 
in action in film commercials on 


37 


four successive Sunday telecasts 
of the show from Oct. 8 to 29. 
These will be carried by 37 TV 
stations. 

Agency for Canada Dry is J. M. 
Mathes Inc. 


R&R Appoints Twyman 

Kenneth D. Twyman, formerly 
with Liebmann Breweries and Piel 
Bros., and general sales manager 
of the Hoffman Beverage Co., has 
been named director of the brew- 
ery and beverage division of Ruth- 
rauff & Ryan, New York. 


... for new sales impact 

and punch in broadsides, 
booklets, house organs or what 
have you. Serve them up on 
clean white Hudson Gloss. It’s International’s smooth process coated 
book paper... perfect for flatbed or rotary presses, with single or multi-color... 


@ Here's another recipe 


it takes and 


a great performer from every angle, including economy. 


makes a better impression 
TERNATIONAL 


INTERNATIONAL PAPERS 


for printing and converting 
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U.S. Steel Corp. Publishes New Book 
on Handling Sales Training Meetings 


Designed as a Company 
Guide, Manual Ils Now 
Available to Others 


PirrTsBuRGH, Sept. 12—Executives 
who desire to hold sales training 
meetings will find United States 
Steel Corp.’s new book, “Sugges- 
tions for Sales Training Meetings,” 
invaluable. 

The subject of sales training and 
the techniques for holding meet- 


DANNER 


ADVERTISING AND PUBLICATION 


RPOES PRINTING 


Akron, Ohio 
FRED W. DANNER — PRESIDENT 


ings have been covered many 
times. Generally, the available lit- 
erature on the subject is informa- 
tive, helpful and well-written. 

Any attempt to put together a 
new manual on sales training tech- 
niques might appear to be a lily- 
gilding procedure, but the mem- 
bers of U. S. Steel’s sales personnel 
division who wrote the current 
volume deserve commendation for 
doing an outstanding job. 


ws The 84-page book is written in 
readable style, attractively de- 
signed, contains numerous sketches 
to break up the pages of type and 
is loaded with reminders of the lit- 
tle things often overlooked in plan- 
ning sales training sessions. 

The material is presented in six 
sections. The first’ two chapters 
cover meeting planning and prepa- 


ration. The next two chapters 
deal with the meeting itself. A 
fifth chapter summarizes the mat- 
erial, and an appendix contains 
comprehensive check lists. In ad- 
dition, all material is indexed. 

The authors emphasize the need 
for outlining the objectives of the 
meeting, putting them down in 
writing and deciding exactly what 
a meeting should accomplish. 


a “Too often,” the book warns, 
“time-consuming meetings are held 
when no valid need for such meet- 
ings exist. A clear statement of a 
meeting objective will either prove 
the need for that meeting or dis- 
close that it is unnecessary. 
“While you’re doing this, ask 
yourself: Is the objective reason- 
able? Do you need to conduct a 
full-fledged meeting to get it ac- 
complished, or could you get bet- 
ter results by talking to one, two, 
or all of your people individually? 
“Also bear in mind what group 
of people would be in your meet- 
ing. Is the objective attainable by 
such a group? Are they salesmen? 
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Experienced salesmen? New sales- 
men? Clerical employes? Are they 
classified by a territory or a prod- 
uct?” 


ws Readers also are advised to be 
honest with themselves in decid- 
ing who is the best possible person 
to conduct the meeting. “Probably 
you’re the best one to do the job,” 
the authors write diplomatically. 
“But don’t forget that in some 
cases, your boss might do a better 
job and in somes cases your assist- 
ant might do a better job. 

“Consider such things as: (1) 
The degree of respect a given lead- 
er commands; (2) the degree to 
which he can speak with authority, 
if this is a point; (3) his avail- 
ability; (4) his ability as a leader, 
and so forth.” 

The book reviews the generally 
accepted five-step training formula 
(prepare, tell, show, practice and 
check) but adds: “No formula, as 
such, is a sure-fire method that 
will pipeline information from you 
into the minds of your audience.” 

The various means of com- 


IN LOS ANGELES 


DD THE MIRROR 


and you can't miss! 


YOU CAN'T MISS 370,000 EXCLUSIVE READERS IN THE 
RICHEST AUTOMOTIVE MARKET ON EARTH! 


Los Angeles County has a per capita ratio of 2.76 in 
automobile ownership. That means an average of 1.3 
automobiles per family! Last year 165,565 new cars 
were sold here. No wonder they call Los Angeles 


County the “city on wheels.” 


This is just one more 


yardstick against which to measure the enormous 
wealth and consumer power of this market: the 3rd 


REPRESENTED BY O’MARA & ORMSBEE, INC. 


largest retail sales area in the 


nation. Today THE 


MIRROR has a total readership of over 580,000. Sixty- 
five percent of these people read no other metropolitan 
daily paper! Plan now to sell your goods or services 
to these 370,000 exclusive buyers in this fast-growing 


market. 


VIRGIL PINKLEY, EDITOR AND PUBLISHER 


ADD THE MIRROR. ..u....... 


“Add THE MIRROR and you can’t miss!” 


* NEW YORK ¢ CHICAGO ¢ DETROIT * SAN FRANCISCO 


municating the subject material 
(charts, mock-ups, slides, record- 
ings, etc.) are covered in detail, 
and meeting planners are supplied 
with a long list of items which 
should be considered in selecting 
and preparing a meeting place. 

Rehearsals and their importance 
are given an impressive amount 
of space. “The more complicated 
the meeting,” says U. S. Steel, “the 
more complete dress rehearsals 
you should have. Look with cold 
scorn upon the bright-eyed assist- 
ant who tells you that ‘lousy dress 
rehearsals mean a good show!’ 
Anyone who makes such a state- 
ment has something less than a 
stranglehold upon the facts.” 

The chapter on conducting the 
sales training meeting could easily 
stand alone as a “guide for discus- 
sion leaders.” While most of the 
theory found in public speaking 
textbooks is omitted, the chapter 
is designed for the reader who 
wants practical hints on how to 
handle the problems which inevit- 
ably arise in a training session, 
Such a reader will not be disap- 
pointed. 


w Typical of the suggestions are 
the following: 

“Rather than be distressed by 
the emergence of majority-minori- 
ty opinions, simply recognize that 
this situation results from high in- 
terest in the topic under discus- 
sion... 

“The well-planned sales train- 
ing meeting should be designed so 
that the meeting leader, either 


| verbally or by use of visual aids, 


can summarize or ‘wrap up’ each 
point covered before proceeding to 


§| the next point... 


“Wavering attention can be re- 


captured by a sudden change of 


pace, by a sudden change in voice 
volume, or by a cross from one 
side of the ‘stage’ to the other. Use 
any of these devices, within rea- 
son, to keep attention at the high- 
est possible level... 

“Speak clearly. Don’t talk too 
rapidly. Work your meeting with 
as much enthusiasm as possible. 
This is not easy if you are leading 


‘| the same meeting for the 10th or 


15th time, yet it is a quality suc- 
cessful meeting leaders always try 
to inject into their presentation of 


: subject material.” 


(| @ The importance of following up 


a training session is covered in the 
fourth chapter of the volume. 
Readers are advised to regard the 
end of a meeting as the beginning 
of the task of helping people do 


|| a better selling job. 


Harassed meeting planners will 
particularly welcome the check 
lists in the appendices. The small- 
er details, which can completely 
disrupt a session (attempting to 
use an alternating current record 


; player on a direct current circuit, 


or turning on a spotlight only to 
find the bulb is burned out), are 


}| listed for ready reference. 


“And always remember,” the 
authors conclude, “the complete 


_| check list has never been made!” 


The volume originally was writ- 
ten as a guide for U. S. Steel sales 
training meeting leaders, but the 
company has published a limited 
number of bound copies, which are 
available. without cost from the 
sales personnel division of the 
company, 436 Seventh Ave., Pitts- 
burgh 30. 


Hal Totten Joins KOKX 

Hal Totten, formerly director of 
farm broadcasting for WGN, Chi- 
cago, has resigned to become man- 
ager of Station KOKX, Keokuk, 
Ia. Norman Kraeft, a member of 
the WGN announcing staff, suc- 
ceeds Mr. Totten as farm director. 


Ketchum Names Three V. P.s 
C. M. Morley, Edward T. Par- 


rack and W. Stanley Redpath, all | 


senior account executives, have 
been named vice-presidents of 
Ketchum, MacLeod & Grove, Pitts- 
burgh agency. 
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Employe Communications 


How to Win Friends Among Your Workers 
By Rosert NEwcoms and Marc SAMMONS 


Mama Comes Home 

e IN THE convention halls, where 
for some time the speakers have 
been talking of the grandeurs of 
free enterprise, one particular 
point is nearly always made: We 
do not appreciate what we have. 

There are few who would un- 
dertake to tear the statement apart. 
Unfortunately there are still few- 
er who take that simple, honest 
theme and convey it to others. In 
the amiable communities of Salem 
and Warren, O., where Mullins 
Mfg. Co. is located, a woman 
named Mrs. Josephine Schuler re- 
cently found herself at home, and 
how she did it is told in warm and 
affecting terms in a recent issue 
of the company’s employe maga- 
zine, “The Mullins Press.” 

It had evidently occurred to the 
editor, Ted Berndt, that the story 
of a 70-year old mother from Os- 
nabruck, Germany, who came to 
join her son in this country, might 
convey an appreciation of Amer- 
ica much better than waving the 
flag in the public square. Mrs. 
Schuler’s son is Frank Schuler, 
who works at Mullins’ machine 
shop in Warren and who saved up 
his money to bring his mother to 
this country. 


e Editor Berndt tells of the first 
few days after Mrs. Schuler’s ar- 
rival, in big, human pictures and 
simple, stirring prose. The son 
takes his mother to the plant, 
where she sees what he makes, 
and she operates his lathe, ex- 
pressing surprise that visitors 
would even be allowed in the fac- 
tory. She meets the company pres- 
ident and her son’s_ supervisor. 
She looks over the construction of 
a new warehouse, and learns how 
the finished product will con- 
tribute to the stability of her son’s 
job. She sees a modern American 
factory on the move, and it im- 
presses her deeply. Since the story 
is told entirely in terms of her own 
wide-eyed reactions, the Mullins 
employe himself can’t help but 
be re-awakened to an appreciation 
of the good things he, as an Amer- 
ican, has. 


e The cameraman didn’t stop at 
the plant gates. He followed the 


_MEMO )) gg 
Space Buyers 


DAVID OUT-PULLS GOLIATH 


Mr. A. (name on request) spent 
$10,560 in Foreign Service, the 
V.F.W. magazine, and reaped 
$50,704.58 in cash “orders.” 

Mr. A. also spent $19,090 in Life 
Magazine and counted $33,893.27 
in cash returns. 

The sales message, format, etc., 
were identical in both magazines. 
Yet Foreign Service accomplished 
the miracle of out-pulling one of 
America’s greatest magazines. 

e 


WRITE TODAY FOR FREE SAMPLE 
COPIES OF LAST THREE ISSUES 


Foreign Sewice 
THE V.F.W. MAGAZINE 


Dan B. Jesse, Jr. & Associates, Inc. 
Advertising Directors 
10 East 43rd St., New York 17, N. Y. 


Schulers, capturing in pictures the 
woman’s delight with a soft-drink 
vending machine, with an air- 
conditioned movie, with inviting 
store windows, and with an un- 


‘censored radio beside her easy 
chair after she arrived home. 
This story—“Mrs. Schuler Looks 
at America”—is an excellent ex- 
ample of the sort of low pressure 
journalism that means most at the 
plant level. It is good because it 
tells an oft-told story in newer, 
local words. It is the sort of thing 
every employe at Mullins would 
understand and appreciate, be- 
cause it’s as close to him as the 
fellow at the next bench, or as 


his pipe on the table at his elbow. 
The older, wiser practitioners 
in the delicate art of employer-em- 
ploye communication do not write 
to please themselves, or even their 
bosses. They write- to please that 
great, usually receptive group who 
quite often are the backbone of 
the America they write about. 


Spanner Appoints Hayhurst 


Spanner Products Ltd., Toronto, 
furniture manufacturer, has ap- 
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pointed F. H. Hayhurst Co., To- 
ronto, to direct advertising for its 
new line of furniture, Ruspan Orig- 
inals. Magazines, newspapers and 
radio will be used. Plans also in- 
clude dealer mat service and new 
merchandising aids. 


Bowers Joins Station Ways 

Cliff W. Bowers, formerly sales 
manager of WESC, Greenville, 
S. C., has resigned to accept a 
sales executive post with Station 
WAYS, Charlotte, N. C. 


‘a 


Alert, thrifty, discriminating! Loyal to products whose worth they have proved, and 


keen to investigate new things to satisfy needs; to gratify desires for comfort, for 


pleasure, for convenience . .. They read the newspapers and magazines. There are 


millions of them. They are your market, and they are open to persuasion . .. Hundreds 


of advertisers whose high sales volume is evidence of constant contact with “attentive 


reader consideration,” insist on the colorful, brilliant advertising reproduction that 


years of specifying ‘“photo-engravings by ROGERS” has proved will be theirs. 


an! OO ae 


N G 


S es Ph OA HR -F 


Master Craftsmen of Photo-Engraving 


CHICAGO 


Members of the 


PHOTO-ENGRAVERS ASSOCIATION 


2001 CALUMET AVENUE * CAlumet 5-4137* CHICAGO 16 
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Hooper-Pulse Test Valueless: Nielsen; 
Scores Incompatible, Incomplete Data 


Cuicaco, Sept. 12—The article 
on Page 52 of the Sept. 4 issue of 
ADVERTISING AGE with regard to 
plans of the committee supervis- 
ing the Hooper vs. Pulse test “is 
of great significance to the broad- 
casting industry” because it shows 
an awareness of some differences 


What Do You Know about 
DOOR-TO-DOOR 
SELLING? 


It 
dwindling volume, vanishing ts, 
soarin and cut-throat competi- 
tion. lling is fully explained 


in fascinating booklet—mailed FREE. 
Please write on your letterhead. 
OPPORTUNITY MAGAZINE 


Dept. A-32, 28 E. Jackson BI., Chicago4, Ill. 


in the two techniques, but a lack 
of awareness of “certain factors 
which make it impossible for 
either of the two techniques to 
measure the audience reached by 
a radio station.” 

So says A. C. Nielsen, president 
of A. C. Nielsen Co., in a letter 
sent yesterday to the publisher of 
ADVERTISING AGE. 

“Most of your respondents,” he 
says, “make it clear that they un- 
derstand the vast difference be- 
tween the two services, arising 
from the reliance which Pulse 
places on the memory of the one 
person in each family who is in- 
terviewed. But your respondents 
show a tendency to underestimate 
or neglect entirely certain vital 
factors such as the following: 


s “1. The limitation of Hooper to 
homes having telephones.” Ten 
years’ work with the Audimeter, 


Mr. Nielsen says, has demonstrat- 
ed that telephone and non-tele- 
phone homes “are radically dif- 
ferent in working habits, living 
habits, listening habits and pro- 
gram preferences.” 

“2. There will never be any rea- 
sonable agreement between Hoop- 
er and Pulse figures as long as 
Hooper measures the ‘average’ or 
‘coincidental’ audience... while 
Pulse measures the ‘total’ audi- 
ence... 

“Stated briefly, Hooper. meas- 
ures the audience at the average 
minute during the program, while 
Pulse attempts to measure the 
number of homes that heard any 
part or all of the program. There 
is a vast difference between these 
two measurements; in fact, total 
audience will generally be 25% to 
75% higher than average audience, 
and the difference often exceeds 
100%.” 

Thus, says Nielsen, Pulse starts 
with a theoretically higher level 
than Hooper, but vitiates it be- 
cause some of the “pluses” are 
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What a man will do for 


STARTS SERIES—Cartoons feature Beech- 
nut Packing Co.’s new series of 100-line 
ads, which are appearing weekly in 275 
dailies and 25 Sunday newspaper sup- 
plements (AA, Sept. 11). Kenyon & 
Eckhardt is the agency. 


offset by the “loss of memory” fac- 
tor...“It is a mere coincidence 
when one of these errors balances 
the other and results in substan- 
tially equal ratings for the two 
systems.” 


s Furthermore, says Nielsen, 
neither Hooper nor Pulse can meas- 
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WRITE TODAY! 


ENTIRE JOB OF 
: PLASTICS. 


PREVIEW ISSUE READY \ 


To help you make an immediate appraisal of this im- 
portant new publication that will reach 50,000 of the 
nation’s biggest retail buyers of plastics products, a 
special fully-printed preview issue has been pre- 
pared. Just off the press, a free copy together with 
full details are yours for study. Write today on your 
business letterhead to 


PLASTICS MERCHANDISING, INC. 


A Unit of Breskin Publications — Affiliated with Modern Plastics Magazine 


122 East 42nd Street . New York 17, N.Y. 


ure radio station audiences be. 
cause they cannot reach the entire 
area served by a typical station, 
“You will appreciate the full sig. 
nificance of this,” he says, “when 
I tell you that only 26% of the 
daytime audience of a certain San 
Francisco station lives within the 
50-mile zone surrounding San 
Francisco, while for evening listen. 
ing the percentage is only 37%. 

“In another large city the per 
cent of total home-minutes of lis- 
tening which lies within the home 
county varies from 35% for one 
of the most powerful stations to 
77% for one of the least power- 
ful stations. In view of this con- 
dition, it is utterly impossible tw 
get a sound comparison, between 
stations, from any measurement 
which is limited to the principal 
city and its suburbs... 

“It has been quite surprising to 
us to see how very few radio sta- 
tions appreciate the extent to 
which they are short-changing 
themselves by confining their mea- 
surements to the home city and 
its suburbs... one of the great ad- 
vantages of radio over television 
lies in the ability of the former 
to reach out over a greater area.” 


s “In view of the foregoing,” Mr. 
Nielsen concludes, “I’m sure you 
can understand why I have stated 
repeatedly that any test of audi- 
ence measurement services which 
is confined to the central city and 
its suburbs is licked before it even 
gets started, for it is measuring 
only a part (and a non-repre- 
sentative part) of the total audi- 
ence reached by the stations. The 
most important fundamental of 
any sampling process is that the 


/sample must be representative of 


all the homes involved. This is 


|impossible when measurements are 
| limited to the central city and its 


environs. And this difficulty is en- 
tirely aside from the many other 
limitations and inaccuracies which 
are inherent in both the Hooper 
and Pulse systems.” 


4 A's Picks Leaders 
for Group Meetings 


New York, Sept. 13—Chairmen 


_of the seven group meetings to be 


held in connection with the eastern 
annual conference of the Amer- 


j}ican Assn. of Advertising Agen- 


cies, beginning Oct. 31 here, were 


/ announced yesterday. They are: 


Creative—Walter Weir, presi- 


dent of Walter Weir Inc.; mechan- 


ical production—Ernest Donohue, 
in charge of production at Batten, 
Barton, Durstine & Osborn; re- 
search—Sherwood Dodge, vice- 
president in charge of media and 
research, Foote, Cone & Belding; 
radio and TV production—Myron 
Kirk, vice-president and radio and 
television director, Kudner Agen- 
cy. 
Management—Fletcher D. Rich- 
ards, chairman and president of 
Fletcher D. Richards; marketing 
and merchandising—Lawrence 
Valenstein, president and treasur- 
er, Grey Advertising. 

Media—Linnea Nelson, radio 
and TV time buyer, J. Walter 
Thompson Co.; and H. H. Kynett 
of the Aitkin-Kynett Co., Phila- 
delphia. 


P&T Launches Tintex Drive 


Park & Tilford, New York, has 
launched its fall advertising cam- 
paign on all-fabric Tintex tints 
and dyes, which calls for weekly 
insertions of 200 and 300-line ads 
in 65 metropolitan newspapers 
throughout the country, in The 
American Weekly and the Chicago 
Tribune Grafic Section, as well as 
spot radio announcements in se- 
lected markets. Storm & Klein, 
New York, handles the account. 


Fawcett Names Jacobson 


Wendell Jacobson, formerly of 
Parents’ Magazine, has joined the 
| Chicago advertising sales office of 
| Fawcett Publications. He will rep- 
resent True. 
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Only magazines offer a selected, prepared market 
for your product. Mechanics, sportsmen, housewives, 
and dozens of other special groups read magazines 
devoted to their individual interests and needs. 
When you advertise in the magazine best suited to 
your product, your appropriation is spent almost 
entirely on reaching those persons who are logical 
prospects. 


This high degree of selectivity, plus the valuable 
use of color for attention and product illustration, 
give magazines an outstanding advantage as ad- 
vertising media. Magazines are kept in the home 
for weeks and even months. Each time they are 
read, your advertisement has another opportunity 
to communicate your message. 


No other media offers you a greater potential in 
sales . . . and in terms of prospects reached, the 
cost is extremely low. 


For effective selling through selectivity, color, un- 
paralleled markets, and attractive, modern format 
—advertise in magazines. 


Deanin’?:-Zowsville 


Cc. T. DEARING PRINS CoO.. INC... LOUISVILLE. KY. 


A DIVISION OF b 4 PUBLICATIONS, INC. 
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This booklet, which tells the 
story of Dearing’s Medical 
Department, will be mailed 
free upon request. 


Bowling is one of the most popular sports in Dearing’s extensive recreation program. 


Insurance and Pension 
Plans Provide Security 


Since a feeling of security is one of the greatest con- 
tributions to good workmanship, Dearing offers without 
cost to its employes, Sickness and Accident Insurance, 
Hospital Expense Insurance, and Employes’ Pension Trust 
Plan for the protection of its employes and their families. 


Life Insurance 


Dearing buys a life insurance policy based on salary 
and age, for each employe who has been with the com- 
pany for six months. The employe pays sixty cents per 
month per thousand dollars of insurance for the first five 
years, with the company paying the remainder. After five 
years, the company pays the entire premium. 


Health and Hospitalization Insurance 


At the end of the first year, employes become eligible 
for Sickness and Accident Insurance and Hospital Ex- 
pense Insurance. These benefits are without cost to the 
employe. 


Employes’ Pension Trust Plan 


After five years, a qualified employe is eligible to enter 
the Employes’ Pension Trust Plan. This Trust was created 
primarily to provide at no cost to employes, death bene- 
fits from life insurance, and retirement income at age 65 
for those who have rendered long and faithful service 
to the company. 


Staff members from Dearing'’s Medical Department get together 
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E| RELATIONS... 
ACTOR IN PRODUCTION 


Medical Service Cuts 
Absenteeism 


\- Dearing maintains a 16-room Medical Department for 
t the free use of employes, day or night. The staff includes 
a doctor, three registered nurses, a laboratory technician, 
and a Women's Counselor. This department, which con- 
tains extensive modern equipment, treats both minor and 
. emergency illnesses and accidents occurring on the job. 
Preventive medicine, which saves the employe costly 
medical bills and acquaints him with the principles of 
healthful living, has cut Dearing's absenteeism from all : 
causes to eight-tenths of one percent, which is far below &é 
the national average. 


Recreation Builds Group Spirit 


Profits from the candy, soft drink, and cigarette machines 
placed throughout the plant are used for picnics, soft 
ball games, dances, golf, bowling, trapshooting, and 
many other group activities. Annually, Dearing's bowling 
team travels to various cities to bowl in competition with 
teams of their customers. This promotes good customer- 
employe relations. 


The Dearing Plant cover- 
ing 600,000 square feet of 
floor space contains every 
modern facility for the 
production of 30,000,000 
magazines a month. 


CAINS: Zouiscilh 


DEARING PRINTING wo 2 ES LOUISVILLE, KY. 


A DIVISION OF Pai PUBLICATIONS, INC. 
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ood Frinting 
ASSURED BY CO ONSTANT INSPECTION 


7 MONTH 


a8 ae ee : oy, 


Printing at Dearing must be of uniform quality throughout. Here, intervals sheets are taken from each color press and sent to the 
a pressman examines a freshly printed sheet of magazine covers. superintendent's desk for further checking. It is safeguards such as 


A pressman is constantly on the watch while sheets are running these, which give assurance to publisher, advertiser, and agency 
through the press. As an added precaution, at regular 15-minute that Dearing-printed magazines are quality magazines. 


Dearin’-Zouiscile 


C. T. DEARING PRINTS CO., INC., LOUISVILLE, KY. 
A DIVISION OF saver PUBLICATIONS, INC. 
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Advertising Age, September 18, 1950 


4 Companies Join 
to Run Four-Page 


Ads in Magazines 


New Yorxk, Sept. 11—The first 
four-page, full-color ad ever 
placed in'magazines by four spon- 
sors will kick off next month the 
biggest related-item breakfast pro- 
motion ever undertaken. 

Joining in the campaign, sched- 
uled to start late in October and 
carry through November, are Gen- 
eral Foods, Quaker Oats, American 
Meat Institute and American Dairy 
Assn. The four sponsors aim to 
help grocers all over the country 
move syrup, pancake mix, bacon 
and butter off their shelves at a 
faster clip. Theme of the promo- 
tion is “The real American break- 
fast.” 

Four-page space will be used in 
Life and Look to start the ball 
rolling. Later, fractional to full- 
pages (both b&w and full-color) 
will appear in Better Homes & 
Gardens, Country Gentleman, 
Family Circle, Farm Journal, 
Ladies’ Home Journal, Successful 
Farming, The Saturday Evening 
Post, Western Family and Woman’s 
Day. 

Four-color ads will appear in 
the Sunday supplements of 25 
newspapers, and posters announc- 
ing the promotion will be placed 
on the side panels of Railway Ex- 
press trucks. 


s “The real American breakfast” 
features pancakes made with 
Quaker Oats’ Aunt Jemima pan-| 
cake flour, General Foods’ Log) 
Cabin syrup, bacon strips (pro-| 
moted by American Meat Insti-, 


tute), and butter (American 
Dairy Assn.). 
Agencies involved are Price, 


Robinson & Frank, Chicago (Aunt 
Jemima); Benton & Bowles, New 
York (Log Cabin syrup); Leo. 
Burnett Co., Chicago (American 
Meat Institute), and Campbell- 
Mithun, Minneapolis (American 
Dairy Assn.). 


Local Sales Taxes 
Vexing to Agencies, 
Y&R Exec Declares _ 


New York, Sept. 13—City sales | 
and use taxes in some ways cause 
advertising agencies more difficult 
problems than the federal income 
tax, George N. Farrand, assistant 
secretary of Young & Rubicam, 
Says in an article in the current 
issue of “The New York Certified 
Public Accountant,” monthly mag- 
azine of the New York State Soci- 
ety of CPAs. 

The daily complications in deter- 
mining sales or use taxes on art- 
work and photography, engravings 
and electrotypes, typography, | 
films, recordings, and the like, 
have imposed serious administra- 
tive burdens on agencies, Mr. Far- 
rand says. 

He discusses the need for accu- 
rate recording and reporting of 
taxable purchases by agencies in 
order to avoid assessments for un- 
reported taxable items. 

“In the case of advertising agen- 
cies,” Farrand says, “it is no relief 
that most of these taxes are in- 
curred in connection with pur- 
chases for clients which are bill- 
able to them. In fact, this situation 
imposes even greater responsibility 
on the agency.” 


Welch Names New Sales V. P. 


Howard F. Nuss, formerly assist- 
ant to the president of Welch 
Grape Juice Co., New York, has 
been appointed vice-president in 
charge of sales and advertising, a 
new position. Before joining the 
Welch organization a little over 
a year ago, Mr. Nuss was with 
Standard Brands for 25 years, and 
at the time of his resignation was 
national sales manager of the gro- 
cery division. 


NBC Television Signs 
Revere Copper, Speidel 


“Meet the Press,” which has 
been carried sustaining and co-op 
on NBC-TV for some time, will 
be sponsored by Revere Copper & 
Brass, New York, starting Oct. 8 
at 4 p.m., EST. St. Georges & 
Keyes is the agency. 

Paul Winchell, who last year 
starred on video for Bigelow-San- 
ford, will head the cast of a new 
variety quiz review on NBC-TV. 
Speidel Ccrp., Providence, will 
back the program, which will be 


televised Mondays at 8 p. m., EDT 
through Sullivan, Stauffer, Colwell 
& Bayles. 


Stromberg Starts Drive 


Stromberg-Carlson Co., Roches- 
ter, is running a regular weekly 
schedule in 85 newspapers in 53 
cities to publicize its new television 
receivers. Stanley H. Manson, ad- 
vertising manager, said this is the 
“heaviest saturation campaign” 
ever scheduled by the company. 
Federal Advertising Agency is 
handling the campaign. 


»| Opens Tractor Campaign 


American Tractor Corp., New 
York, has begun promotion for its 
new Terratrac GT-25 farm and in- 
dustrial crawler tractors and re- 
lated equipment. Business papers, 
farm papers, spot radio and coop- 
pom By p mee advertising will be 
used. Tri-State Advertising Co., 
Wareaw, Ind., is the agency. 


New PR Concern Formed 
Group Attitudes Development, 

Corp. is a new concern with quar- 

ters at 500 Fifth Ave., New York. 


| It will counsel and train com- 
| panies to handle problems in com- 
munity relations and employe 
communications. John G. Mapes, 
formerly executive vice-president 
of Hill & Knowlton and public re- 
lations counsel to a number of 
corporations and _ industries, is 
president. 


WERC-TV Promotes Latham 


U. A. Latham has been appointed 
general manager of WKRC-TV, 
Cincinnati. He was formerly gen- 
eral sales manager of the station. 


*According to a survey made by 
the Statistical Laboratory of lowa State 
College, lowa farmers and their 
homemakers turn to Wallaces’ 
Farmer and lowa Homestead FIRST, 
for more different types of information 


than any other farm publication. You will be 


impressed by the results of this scientific study told 
in “InFARMation Please.” If you have 
not received a copy, write us. 


US with Iowa farmers. : 


because it’s the 


FOR FARM AND 


their homemakers? 


publication is the last 


can fill the bill. 


LAST WORD 


IN INFORMATION THEY NEED 


HOME* 


Why does Wallaces’ Farmer and Iowa 
Homestead stand head -and - shoulders 
above the field of publications compet- 
ing for the attention of lowa farmers and 


Ask them and they will tell you this farm 


word where they 


are concerned. Their concern is with 
the farming problems of their own 
neighborhoods, with local news 
while it’s still news, and with plans 
that will be practical and profitable 
for them. Only a local farm publication 


So if you want the last word with 9 out of 
10 of Iowa's best farm families, Wallaces’ 


Farmer and Iowa Homestead is the place 


for your sales message. 


Dante M. Pierce, Publisher 


s0r v.8. Savings 
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S FARMER 


arm Homestead 


Des Moines, lowa 


TOPS IN THE NATION’S TOP FARM MARKET 
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Four A’‘s Schedules Four 
Fall Regional Meetings 


American Assn. of Advertising 
Agencies has announced the sched- 
ule for four fall regional conven- 
tions. The Central Council an- 
nual meeting will be held Oct. 
5-6 at the Drake Hotel, Chicago. 
The Pacific Council annual meet- 
ing has been set for Oct. 8-11 at 
the Hotel del Coronado, Coronado, 
Cal. The Eastern annual confer- 
ence, for members from the Four 
A’s New York, New England and 
Atlantic Councils, will be held 
Oct. 31-Nov. 1 at the Hotel Roose- 
velt, New York. The Michigan 


Council annual meeting is planned 
for Nov. 16 at the Hotel Statler, 
Detroit. 


Fish Opens Third Office 


Paul R. Fish & Associates, pub- 
lishers’ representative, has opened 
its third Pacific Coast office at 
1085 Monadnock Bldg., San Fran- 
cisco. Other offices are in Los 
Angeles and Seattle. Paul Fish will 
take charge of the new office, with 
Ray Watson becoming head of the 
Los Angeles office. The company 
has just been appointed to repre- 
sent American Baby on the West 
Coast. 
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Joe Hibbard, Pet Milk advertising manager; 
of the milk company. The show will be aired on NBC. 
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FIBBER AND MOLLY—Are all smiles over their new sponsor, Pet Milk Co., as they 
ti c to celebrate. Left to right: Marian Jordan 


Jim Jordan (Fibber); and Jule 


R. Jeffrey Joins Agency 


Richard Jeffrey, former adver- 
tising manager of Victor Products 


Corp., Hagerstown, Md., has joined 
Byrde, Richard & Pound, New 
York, as research director. 


IN CLEVELAND EVERY DAY 


* i ee i 


ad 


even oi of Ton read The Tess 


Cleveland has more than fifty suburbs — some large and some small. 


All contribute to the importance of this great metropolitan market. 


Some are strictly residential, having neither business nor industry. 


Others are so much like the central city that even established natives 


cannot point out the boundaries. Wherever you find people — in Cleveland 


or any of its suburbs—you will find that seven out of ten are every-day 


Press readers. That means sales results for you on any day of the week. 


Farm Publication 
Ad Revenue Rises 
Slightly Over 49 


Cuicaco, Sept. 13—Dollar adver- 
tising volume in farm publications 
is running slightly ahead of last 
year, figures released this week by 
Farm Publication Reports Ine, 
indicate. 

The cooperative advertising 
‘measurement organization said 
that combined advertising volume 
of 20 publications for the first 
seven months, plus 18 additional 
publications for which only six- 
month figures are available, was 
$27,431,465, compared with $27,- 
199,948 for the corresponding pe- 
riods of last year. 

This is an increase of slightly 
less than 1%. 


ws Individual publication figures, 
as reported by Farm Publication 
Reports, are as follows: 


ADVERTISING RUN IN FARM PUBLICATIONS 
(January-July) 


Publication 1950 1949 
Capper’s Farmer $1,669,323 $1,654,559 
Country Gentleman 5,223,739 5,520, 
Farm Journal .927,809 4,843,578 
Successful Farming 2,192,774 2,154,975 
Progressive Farmer 2,479,371 2,197,804 
*Southern Agriculturist 005,815 
Farm & Ranch-Southern 

Agriculturist 1,276,454 
American Fruit Grower 232,594 937 
American Poultry Journal 469,460 437,314 
Better Farming Methods 94,663 76,363 
Breeder’s Gazette 107,034 112,190 
Hoard’s Dairyman 494,714 448,039 
Poultry Tribune 565, 527,034 
American Agriculturist 243,705 213,505 
Michigan Farmer 309,042 300, 
New England Homestead 193,151 201,285 
Ohio Farmer 364,248 354,256 
Pennsylvania Farmer 294,307 278,814 
Rural New Yorker 441,462 356,540 
New Jersey Farm & Garden 64,359 56,036 
*Farm & Ra 352,153 
Farmer-Stockman 384,550 302, 
*Now combined as Farm & Ranch—Southern Agri- 

culturist. 

E (January-June) 

Publication 1950 1949 
Kentucky Farmer $ 112,010 101,815 
Southern Planter 274,972 . 262,280 
Dakota Farmer 306,739 341,230 
Ka.isas Farmer 210,776 J 
Missouri Ruralist 155,438 155,857 
Nebraska Farmer 378,414 401,409 
Prairie Farmer 840,148 867,258 
The Farmer 720,434 799,024 
Wallaces’ Farmer & 

Towa Homestead 753,563 760,576 
Wisconsin Agriculturist 

& Farmer 29,444 456,185 
California Farmer 405,929 403,346 
Colorado Rancher & 

Farmer 41,960 37,113 
Montana Farmer- 

Stockman 96,672 103,503 
Utah Farmer 40,539 43,754 
Idaho Farmer 178 89,278 
Oregon Farmer 109,603 119,810 
Washington Farmer 174,277 189,244 


Western Farm Life 272,022 260,150 
T $27,431,465 $27,199,948 


Rosenfield Names Groberg 


Richard D. Groberg, formerly 
assistant to the president of Wal- 
ter J. Zimmerman Associates, has 
been appointed sales manager of 
Rosenfield Printing Co., Boston, 
developer of promotions in the 
national shoe field. He succeeds 
Charles D. Tompkins, who has re- 
signed. Mr. Groberg will conduct 
direct mail and other advertising 
in Boston, in coordination with the 
New York and St. Louis offices. 


John Elwood Opens Office 


John W. Elwood, general mana- 
ger of Station KNBC, San Fran- 
cisco, wili retire after 25 years’ 
service with the National Broad- 
casting Co., effective October 15. 
Mr. Elwood has been retained by 
NBC as a general business con- 
sultant and will establish an office 
in San Fraricisco with correspond- 
ents in New York and Washington. 


Columbia Pacific Ups Morby 


Ole Morby, assistant general 
sales manager of Columbia Paci- 
fic Network, Hollywood, has been 
named to head the network’s San 
Francisco sales operations. He also 
will take over the duties of Clark 
George, San Francisco account ex- 
ecutive, who has been ordered to 
active duty in the Navy. 


"World Crops’ Names Evans 
World Crops, published monthly 
by the Leonard Hill Technical 
Group of Leonard Hill Ltd., Lon- 
don, has named Norris H. Evans 
Co., Upper Montclair, N. J., pub- 
lishers’ representative, to be its 
representative in the 
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The Presentation 


The comprehensives were fin- 
ished, 

The layouts were ready to show. 

Our forces were rallied, 

Statistics were tallied 

For the Dog and Pony Show. 


The copy was bristling and 
angry, 

Poised for a_ sales-shatt’ring 
blow, 

Forceful, but literate, 

Typed in triplicate 

For the Dog and Pony Show. 


The contact men were as- 
sembled, 

Awaiting their signal to glow.. 

Minds were reflecting, 

Ulcers objecting 

To the Dog and Pony Show. 


A squadron of taxis was wait- 
ing 

Thirty-three stories below, 

Our strategy planned, 

Our group fully manned 

For the Dog and Pony Show 


Then the switchboard set 
a buzzing 

That echoed down Copy Chiefs 
Row. 

The prospect, they state, 

Had altered the date 

For our Dog and Pony Show. 

THOMAS DESTELLE, 

Copy Chief, Tim Morrow 
Advertising, Chicago. 
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Business Papers 
Teach Industry in 
Wartime: Riemersma 


Cuicaco, Sept. 12—In the event 
of a full-scale war, it will be up 
to the nation’s business papers to 
disseminate vital conversion in- 
formation to American business, 
according to Claude Riemersma, 
midwestern manager of Architec- 
tural Record. 

Speaking at the first fall meet- 
ing of the Chicago Business Papers 
Assn. yesterday, Mr. Riemersma 
reminded the association that, 
while the government spent bil- 
lions of dollars to train military 
personnel in World War II, it was 
the business papers that performed 
the important task of “training” 
American industry for the impor- 
tant job it had to perform. 

Only through the business press 
was it possible to reach all seg- 
ments of peacetime industry and 
furnish data on how to switch to 
wartime production, he declared, 
and it is this same task that busi- 
hess papers will have to perform in 
the event of another war. 


a Mr. Riemersma stressed that his 
talk was really in the nature of a 
report, representing the combined 
thinking of several prominent fig- 
ures in the business paper publish- 
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ing field whose opinions he had re- 
quested. 

The consensus expressed, he 
said, indicated that at best this 
country is in for a long period of 
preparation for war, but that we 
should be able to meet the present 
emergency without putting too 
much of a strain on our peacetime 
economy. 

Advertising volume in business 
papers probably will continue at a 
high level in a wartime economy, 
although special commodity adver- 


tising will undoubtedly be cur- 
tailed, and some advertisers will 
cut their schedules if too many 
rate increases are made, Mr. Rie- 
mersma added. 

One factor that may severely 
limit both advertising and editor- 
ial linage, he continued, is the sup- 
ply of paper. Current demand al- 
ready is exceeding supply, he said, 
and even if savings are effected by 
using lighter stock and smaller 
pages, there is evidence that pa- 
per rationing will be necessary. 


Begins Salmon Campaign 

Anglo-British Columbia Packing 
Co., Vancouver, has begun 1950-51 
promotion for its canned salmon 
products. The company is using 
display ads and editorialized copy 
in selected daily newspapers 
throughout Canada. O’Brien Ad- 
vertising, Vancouver, handles the 
account. 


Magnavox Sues Rex 
Magnavox Co., Fort Wayne, Ind., 
has sued Rex Industries Inc., Jer- 
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with the fair trade contracts gov- 
erning Magnavox products. Judge 
Albert A. Stein, of the superior 
court of New Jersey, has signed 
an injunction order prohibiting 
Rex from selling Magnavox prod- 
ucts at below company set prices. 


Fab Resigns Bonwit Post 


Olga Fab has resigned as vice- 
president in charge of advertising, 
publicity and fashion promotion of 
Bonwit Teller, New York. No suc- 
cessor has been named and she 


sey City, to compel compliance, has not announced future plans. 


Chart—or write direct 

OXFORD PAPER COMPANY 

230 Park Avenue, New York 17, N.Y. 
MILLS AT RUMFORD, MAINE AND WEST CARROLLTON, OHIO 


Wasiewien YOUR concern with printed selling aids— 
whatever the product, from foods to 
—you can count on Oxford Papers to a 
ness to labels, package wraps, instruction manuals, brochures 
and other printed items. For our mills have specialized for fifty 
years in apy designed specifically for the needs of users and 
producers of fine printing. 

The practical result of this specialization has been the 


fp ovrsee equipment 
d increased effective- 


OXFORD MIAMI PAPER COMPANY 
35 East Wacker Drive, Chicago 1, Ill, 


Lynchburg, Va. . 
Manchester, N. H. 
Memphis, Tenn. 
Miami, Fla. . ° 
Milwaukee, Wis. ° 


Minneapolis, Minn. . 
Nashville, Tenn. . 
Newark, N. J. 

New Haven, Conn. . 
New York, N. Y. . 


Oakland, Calif. 
Omaha, Neb. . 
Philadelphia, Pa. 


Phoenix, Ariz. 
Pittsburgh, Pa. 


Portland, Maine . . 
Portland, Ore. . 
Providence, R. I. 
Richmond, Va. 
Rochester, N. Y. 
Sacramento, Calif. 
St. Louis, Mo. 


St. Paul, Minn. ‘ 
San Bernardino, Calif. 
Salt Lake City, Utah . 
San Diego, Calif. 


pro ive development of a range of coated and uncoated ' 5 
proces es that contribute to better results in offset, lithogra aphy, _ ange Calif. 
etterpress and rotogravure printing. In short, the Oxford Seattle Wash. , 
means you’re sure of the right dhol for the ‘job. Sioux City, Rees 
Your Oxford Paper Merchant rarer hy 
Is a Good Man to Know , 

There’s an Oxford Paper Merchant conveniently near 

you. He’s not only a prompt source of supply, but he’s Stockton, Calif. 

ready and able to give worth-while help with your Tacoma, Wash. . . 

paper and printing problems. Get in touch with him Tampa, Fla. . 

y for a copy of the bay pe Oxford Paper Selector Toledo, Ohio 


Tucson, Ariz. . . 
Washington, D.C. . 
Worcester, Mass. . 


Nation-wide Service 
Through Oxford Paper Merchants 
Albany. N. Y. .W. H. Smith Paper Corp. 
Atlanta, Ga. Wyant & Sons Paper Co. 
Augusta, Maine -Carter, Rice & Co. Corp. 
Baltimore, Md. . . « «The Mudge Paper Co. 
Bethlehem, Pa. Wilcox. Walter-Furlong Paper Co. 
Boise, Idaho io Blake, Moffitt & Towne 
Boston, Mass. -Carter, Rice & Co. Corp. 
Buffalo, N. Y. -Franklin-Cowan Paper Co. 
Charlotte, N. C. . .Caskie Paper Co., Inc. 

The Charlotte Paper Co. 

Chattanooga, Tenn. . -Bond-Sanders Paper Co. 
Chicago, Ill. . -Bermingham & Prosser Co. 
Bradner, Smith & Co. 

The Whitaker Paper Co. 

Cincinnati, Ohio . - The Johnston Paper Co. 
The Whitaker Paper Co. 

Cleveland, Ohio . - The Cleveland Paper Co. 
Columbus, Ohio . e+ - Scioto Paper Co. 
Dayton, Ohio . . .Cincinnati Cordage Co. 
The Whitaker Paper Co, 

Des Moines, Iowa -Bermingham & Prosser Co. 
Detroit, Mich, -Chope Stevens Paper Co. 
Fresno, Calif. P Blake, Moffitt & Towne 
Hartford, Conn, -Green & Low Paper Co., Inc. 
Indianapolis, Ind. -MacCollum Paper Co, 
Jacksonville, Fla. r Jacksonville Paper Co. 
Kalamazoo, Mich. -Bermingham & Prosser Co. 
Kansas City, Mo. . -Bermingham & Prosser Co. 
Knoxville, Tenn. . é -Louisville Paper Co. 
Lincoln, Neb. . . Western Newspaper Union 
Little Rock, Ark. . ° -Roach Paper Co. 
Long Beach, Calif. Blake, Moffitt & Towne 
Los Angeles, Calif. Blake, Moffitt & Towne 
Louisville, Ky. -Louisville Paper Co. 


; -Allman-Christiansen Paper Co. 


; -Bulkley, Dunton & Co., Inc. 


Wilcox-Walter-F urlong Paper Co. 


. Shaughnessy-Kniep-Hawe Paper Co 


-Bulkley, Dunton & Co., Inc. 
(Div. of Carter, Rice & Co. Corp.) 


” (Die. Pek. Rice & Co, Corp.) 


-Caskie Paper Co., Inc. 
.C. H. Robinson Co, 
-Louisville Paper Co. 
Everglades Paper Co, 


Sensenbrenner Paper Co. 
. Wilcox-Mosher-Leffholm Co. 
-Bond-Sanders Paper Co. 


-Bulkley, Dunton & Co., Inc. 
. Baldwin Paper Co., Inc. 
Bulkley, Dunton & Co., Inc. 


Green & Low Paper Co., Inc. 
Miller & Wright Paper Co. 
The Whitaker Paper Co. 


Blake, Moffitt & Towne 
. Western Paper Co. 
-Atlantic Paper Co. 


Blake, Moffitt & Towne 
-General Paper Corp. 
Brubaker ba ‘aper Co. 

-C. H. Robinson Co. 
Blake, Moffitt & Towne 
-Carter, Rice & Co, Corp. 
-Cauthorne Paper Co. 
-Genesee Valley Paper Co. 
Blake, Moffitt & Towne 


Tobey Fine Papers, Inc. 
-Inter-City Paper Co. 

Blake, Moffitt & Towne 

- Western Newspaper Union 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 

. Western Newspaper Union 
Blake, Moffitt & Towne 


Mill Brand Papers, Inc. 

. Blake, Moffitt & Towne 
- Blake, Moffitt & Towne 
; -Tampa Paper Co. 
-Paper Merchants, Inc. 
-Blake, Moffitt & Towne 
ry — Paper Co, 

A. Esty Paper Co. 
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Gets Link-Belt Account 'Washington Guide to the Perplexed... 
Klau-Van Pietersom-Dunlap As- 
a Saw ge has a 
nam andle the account of | 
Link-Belt Co., Chicago, manufac- T t N ~ R d 
turer of pa Bay power axes a €ar ecor 
One of the first candidates for the past fortnight, done numerous transmission machinery, and its 
public office to take TV seriously | retooling jobs on price blocks and roves 2 Link-Belt Speeder, 7 e 
a : 4 orp., Cedar Rapids, builder of| I ure Oo Oo 
as a publicity medium is Prescott] reports the average price increases Link-Belt Speeder shovel cranes. | a 
Bush, Republican candidate for| coming up seem to be in the cate- The appointment, effective Jan. 1,| has 7% 
the Sen.te in Connecticut. He has| gory of $30...Latest increases in| 1951, includes all advertising for, By STANLEY E. CoHEN ago, are once more telling custo 23 
announced he will spend $8,373 for | set prices are those of DuMont, up| both companies except products for' WasHINcTON, Sept. 14— As re-|mers to “get in line, and wait your pay 
nearly 100 appearances on Station | as much as 10% over July; RCA|the oil industry, which will con-| cently as July 5, Secretary of the | turn.” ‘ 
WHNC-TV, New Haven, starting| Victor, up 7%%, and Sylvania, up| tinue to be handled by Wallace | Treasury John Snyder was before A ny 
Sept. 23. Most will be filmed spots| $10 to $30 since war started in Davis & Co., Houston. ‘the Senate finance committee en-|s Instead of a tax cut, here’s what osead 
but at least 13 “shows” will be live.| Korea. Y B A 'dorsing a 10% cut in World War II | has happened: 
. ‘ re . ° ° wo to Brassard Agency : excise taxes on jewelry, fur, lug~| Excises: World War II rates re. } income aft 
An engraver who has been| Reports from Florida indicate an. sr Penge | gage and toilet preparations. main. A 10% tax is applied to Ty before e 
working on ad plates for TV set|that the Florida Citrus Commis-| +, pandle advertising for Pawtuck- Together with cuts in taxes on|sets and frozen food chests. vate Sti 
manufacturers tells us he has, in| sion may be successful in getting | et Independent Party, political or- admissions, transportation and| | Personal Income Taxes: An over. | 3'900-3,00 
the next session of the state legis-| ganization. Newspapers, radio and communications, the prospective | all 17% increase, on a sliding scale 3,000-4,04 
lature to okay a straight nickel-a-| educational films will be used. The tax cut, passed by the House June 4,000-5, 
PERMANENT box assessment on all citrus fruit| agency also has been appointed by | 29, would have saved taxpayers an Total w 
for advertising purposes. The| Fashion Homes Club Plan Inc. to| estimated $1 billion. This is the third of six arti- | 5,000-10. 
commission has been plumping for| Promote its merchandising plan| But why torture ourselves? cles reviewing the status of yo t00.50 
the increased assessment for some | Whereby nationally advertised! Since then, we have embarked advertising under war condi- 50,000-10 
FOR NATIONAL ADVERTISERS time (AA, June 26), and will have SS ae” ae — ss — on a defense program which will| tions. It discusses the tax sit- | 100,000-8 
Sharwe Ferill t- Company some $2,000,000 more in the ad| home clubs. Regional a peer nny cost upwards of $30 billion a year. uation. Previous articles re- no coe 
11 WALTON PLACE: CHICAGO 1) | Kitty per year if the legislature| radio and printed pieces will be “Depressed” industries, which} viewed Treasury and Armed | 
gives it the nod. used. begged for tax relief a few weeks Forces regulations governing Total o 
advertising, and the man- Thus 
% power problem. Articles to show tl 
come ny discuss restrictions increas 
' on credit, how shortages are 
IT S EA * WITH likely to affect various lines i a 
of business, and the contri- tax pa’ 
T HH _ butions which advertising 18.2% 
may be called upon to make taxpay 
to a war effort. bracke' 
iZ } f just three percentage points below| *.r 
G the 1944 peak. = wartir 
Corporations: A 15% increase, 
ec; O M st | N A Tl O N | on normal and surtax rates gener-| Surtax net 
ally above World War II levels. 0-$2,000 
: It all adds up to near-record} $2,000-4, 
taxes. Yet nothing is so certain in Peery 
; aa months ahead as still another tee 
oost. 000. 
This year’s tax bill brings 14,000. 
the government barely $5 billion. oe 
At least another $10 billion will be]  20,000-2 
needed if the administration fol- gee 
lows through 100% on its policy of] 32,000-3 
“pay-as-you-go” mobilization. aa bebe 
Regardless of the outcome of} 50,000-¢ 
this fall’s elections, legislation to| $p'doo. 
close, or partially close, this $10} 80,000- 
billion gap is “a sure thing.” To boo 
Members of Congress are solidly} 150,000 
behind President Truman when he | 722,000 
~ says: “During World War II, we 
‘ y borrowed too much and we did not} » For 
©. tax ourselves high enough.” ‘bill m 
[ \ m There’s a second reason why gone 
leaders of both parties are sold on] of Co; 
high taxes: High taxes, they say, writin, 
———— 3? are the best weapon we have for] this ye 
ni i nis fighting inflation. It’s as simple as ship o 
this: Every dollar the tax collector Befc 
takes is one less dollar competing | profits 
for hard-to-get consumer goods. tainin 
During 1951, the tax collector] of 4 « 
= 4 take $18,600,000,000 from ings v 
i ‘ - 2 e pockets of 38,136,000 U. S. tax- 
ee It takes a good combination to put the right kind of payers via the income tax. Tha Nee 
he “FS persuasion behind a tough selling job. No matter what compares with the $15,000,000,0085 during 
he collected during the past year.| on “p 
your particular sales problem may be, the answer to Here’s how this year’s tax bill— | tetath. 
big results in the billion and one-half dollar Memphis —. Sees + png AQ 
Market is your two Memphis Newspapers—the RIGHT of a typical married man, with two aged 
COMBINATION for maximum sales at a minimum pecwenr: The 
cost. Use Both Memphis Newspapers (327,116) at an mors $3,000" 3100, the fi 
optional daily combination rate of 55c per line, a sav- 18.000 ae 1s of an, 
° ° ° ' e f , ’ more 
ing to the advertiser of |3c per line. It's Easy with the 15,080 Ae 2.901 vestec 
Right Combination! 30:000 16578 18 58 
. 100,000 45,643 5192) © In: 
*ABC Audit Report, March 31, 1950 00000 = Fassia 8886) bean’ 
a Most of the debate on this year’s that t 
tax bill was from those who say it cial P 
was not tough enough. Some Sen- tive ¢ 
ate members were particularly Dui 
critical of the fact that the per- point 
centage increase is slightly heavier very lin 
on the “under $5,000” taxpayer. might 
THE COMMERCIAL APPEAL Others contend that’s the place _ 
to tax, if the administration is se- ear 
MEMPHIS PRESS-SCIMITAR rious about using income taxes as| °"*™ 
a brake on inflationary spending. poe 
Scripps-Moward Newspapers According to the Senate finance its - 
committee, 90% of the taxpayers Wh 
have less than $5,000 of taxable in- Meer 
come, after deductions. This group 
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has just under 70% of the esti- 
mated $131 billion of taxable in- 
come. It now pays 47.35% of all 
income taxes; it will pay 48% in 
1951. 

Committee figures also show that 
less than half of one per cent of 
all taxpayers are in the “over 
$25,000” bracket; that this group 
has 7% of the taxable income, and 
pays 23% of the taxes. 


s Here are some significant com- 
mittee figures on the sources of 
federal income tax revenues: 


after deductions No. of Per cent of Per cent of taxes Per cent | 
<n exemptions returns returns now 1951 i 
1, 6.31 0.71 0.73 
1 000- ; 0 20.94 5.82 5.98 
2,000-3, 32.85 15.43 15.84 
3,000- 18.22 12.65 12.94 
4,000- 12.06 12.74 13.02 
Tot , 90.38 47.35 48.50 55.15 | 
MR caiveae cs 2,637,787 6.92 13.63 13.79 14.65 
#1000-25,000 PITA 7/563 2.22 15.07 14.78 
25,000-50,000 .......... 135,559 36 9.47 9.17 
50,000-100,000 ......... 31,053 08 5.41 5.19 
100,000-300,000 ........ 14,577 04 6.11 5.81 
300,000-500,000 | et ectes 922 — 12 1.05 
500,000-1,000,000 ....... pos ; 
1,000,000 and up ........ 144 ae 88 82 
Total over $5,000...... 3,668,011 9.62 52.65 51.50 44.85 


Thus, the committee figures 
show that the heaviest percentage 
increases are on the $2,000 to 
$3,000 group. This group, contain- 
ing nearly a third of the income 
tax payers, is taxed an additional 
18.2%. Increases of 14.6% fall on 
taxpayers in the $3,000 to $10,000 
brackets. 


a Here is the committee’s sum- 
mary of 1951 rates, vs. current and 
wartime taxes: 


Surtax net income 1944 Now 1951 
0-$2,000 23 16.60 20 
$2,000-4,000 25 19.36 22 
4,000-6,000 29 22.88 26 
6,000-8,000 33 26.40 30 
8,000-10,000 37 29.92 34 
10,000-12,000 41 33.44 38 
12,000-14,000 46 37.84 43 
14,000-16,000 50 41.36 47 
16,000-18,000 53 44.00 50 
18,000-20,000 56 46.64 53 
20,000-22,000 59 49.28 56 
22,000-26,000 62 51.92 59 
26,000-32,000 65 54.56 62 
32,000-38,000 68 57.20 65 
38,000-44,000 72 60.72 69 
44,000-50,000 75 63.36 72 
50,000-60,000 78 66.00 75 
60,000-70,000 81 68.64 78 
70,000-80,000 84 71.28 81 
80,000-90,000 87 73.92 84 
90,000-100,000 90 76.56 87 
100,000-150,000 92 78.32 89 
150,000-200,000 98 81.22 90 
200,000 and up 94 82.12 91 
Maximum limit 90 77.00 87 


.s For corporations, this year’s tax 


bill may be the calm before the 
storm. 

Powerful groups in both houses 
of Congress nearly succeeded in 
writing an excess profits tax into 
this year’s tax bill, despite leader- 
ship opposition. 

Before the bill passed, excess 
profits tax forces succeeded in ob- 
taining a promise that some form 
of a “ceiling” on corporate earn- 
ings would be enacted, retroactive 
to Oct. 1, 1950. 

Excess profits taxes were used 
during World War II as a brake 
on “profiteering.” Mechanics were 
relatively simple: 

A 95% tax was levied on every- 
thing a firm earned in excess of 
its average profit during 1936-39. 

There was a second way of de- 
termining the tax. If it preferred, 
the firm could choose to pay 95% 
of any profit which amounted to 
more than 8% of the firm’s in- 
vested capital. 


a In fighting off an immediate ex- 
cess profits tax, the leadership in 
both houses of Congress warned 
that this form of tax requires spe- 
cial preparation, lest it be destruc- 
tive and non-productive. 

During floor debate, it was 
pointed out that a loosely written 
ceiling based on 1946-49 income 
might mean little or nothing to 
corporate giants which prospered 
during the postwar period. On the 
other hand, it might “smother” 
small and medium sized firms 
which were in less favorable prof- 
its positions. 

While an excess profits tax 
seems probable next year—Presi- 
dent Truman has asked for one— 


there are still some congressional 
leaders who feel this form of tax- 
ation should be avoided. They say 
stiff surtaxes on corporate earn- 
ings are a more effective way of 
recapturing wartime earnings of 
big companies, without confiscat- 
ing wartime profits which might 
enable small and medium sized 
firms to develop into a more favor- 
able competitive position for “post- 
war” business. 

Members holding this point of 
view say excess profits taxes pre- 


vented many “war babies” from 
developing to the point where they 
might have been more significant 
producers in the 1946-49 period. 


ws There is another reason why 
some congressmen object to excess 
profits taxes: They say they are 
inflationary, and not particularly 
good at producing revenue.. 
During World War II, they re- 
call, entertaining, profit sharing, 
group insurance and institutional 
advertising all flourished on “10¢ 


' dollars.” 


From the standpoint of revenue, 


| they say the government would 

|fare better from a 5% increase on 
6.87 |over-all corporation income than 
18.21| from a 95% tax on income in ex- 
14.64 | cess of the 1946-49 average. 


The “streamlined” corporate tax 


| system written into this year’s bill 
13.14| is particularly well suited for such 
ae | further step-ups in surtax rates as 
a 'Congress should order. 


3 s For the first time since 1938, 


there has been a general overhaul 


in the corporation income tax sys- 
tem. The major objective: To elim- 
inate the widely criticized 53% 
“notch” which placed unusually 
heavy tax burdens on corporations 
in the $25,000 to $50,000 income 
bracket. 

Under existing law, businesses 
paid 21% on $5,000; 23% on the 
next $15,000; 25% on the next 
$5,000; 53% on their earnings be- 
tween $25,000 and $50,000; 38% 
on everything thereafter. 

As written in the Senate finance 
committee, the new plan is 25% 
on the first $25,000; 45% on every- 
thing thereafter. The result is a 
considerably better break for the 
$25,000-$50,000 group—the me- 
dium sized firms “on their way up.” 

Under these rates prospective 
corporate income tax payments in 
1951 are estimated at $12 billion, 
compared with $10.5 billion last 
year. 


| Plans Ice Cream Drive 


G: P. Gundlach & Co., Cincinnati, 
merchandising consultant to the 
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milk and dairy products industry, 

|is plavning a nationwide promo- 
tion, in cooperation with ice cream 
| manufacturers, for Caracus choco- 
late ice cream in October. The 
drive, spearheaded by a full-page 
color ad in The Saturday Evening 
Post in October, will include news- 
papers, point of sale material, 
menu clip-ons and the use of new- 
ly designed two-color pint and 
half-gallon cartons. 


Joins Williamson-Dickie 


Claude Renick Jr. has been ap- 
pointed assistant to the advertising 
manager of Williamson-Dickie 
Mfg. Co., Fort Worth, maker of 
work clothes. He will handle the 
statistical phases of the advertis- 
ing program. 


SIOM MICHIGAN AVE, CHICAGO) ILL DEPT A 
COMPLETE LINE OF ARTISTS ATATE RIALS 


VALVES? 


Year after year 

the makers of valves, 
pipes and fittings 

in POWER 

in the world. 


of this equipment 


for more than 50 years. 


invest more advertising dollars 
than in any other magazine 


Seven of the largest makers 


have used POWER's pages 


Why? Because this audience 

is known to be the richest concentration 
of power-goods buying power 

... this magazine is known for its authority, 
alertness, and readership. 
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Along the Media Path 


e “How Wisconsin’s Population Is 
Shifting,” is the title of an editori- 
al feature carried in the Milwau- 
kee Journal on July 16. Reprints 
now are available. Included in the 
article is a color map of the state, 
showing population gain or loss 
percentages by county since the 
1940 census. 

Census figures on county popu- 
lations also are listed to illustrate 


the Journal’s comment that great- 
est gains took place in the south- 
eastern portion of the state. Cities 
grew, in the past decade, says the 
Journal, but not in proportion to 
suburbs. The paper also has is- 
sued a folder showing its circula- 
tion by counties in Wisconsin and 
Upper Michigan. 


e The transit advertising concern 


~The DIRECT SELLI 


Greatest Single Organized Force in a 


NG LEGION - 50,000 STRONG! 


 MULTL-BILLION-DOLLAR MARKET « Founded and Sponsored by 


WRITE TODAY 
FOR FACTS 


SPECIALTY SALESMAN MAGAZINE 


GENERAL OFFICES: 307 N. Michigan Ave., Phone RAndolph 6-0743 
. CHICAGO 1, ILLINOIS cs es 

EAST—70 East 45th, New York 17, N.Y, Phone Murray Hill 4-4525 

- WEST—-610 S. Broadway, los Angeles, Cal, Phone Vandike 9363 


of Fielder, Sorensen & Davis, San 
Francisco, will award a $50 month- 
ly prize to the most courteous pub- 
lic transit employe in the city. 
Patrons who are impressed by hos- 
pitality extended by transit work- 
ers, “beyond the call of duty,” will 
make the nominations. 


e The Telegram-Gazette, Worces- 
ter, Mass., has begun construction 
of a building addition to house new 
presses, newsprint storage facili- 
ties, off-street loading platforms, a 
new composing room, an enlarged 
stereotype department and facili- 
ties for Stations WTAG and 
WTAG-FM. An additional floor 
also will be added to the present 
Telegram-Gazette building. 


e Varsity’s September issue con- 
tains the largest advertising linage 
ever carried by the publication. 
The issue has slightly more than 
13 pages of ads, as compared with 
slightly less than seven in Septem- 
ber last year. 


e “You’re Invited into the Kitchen 


Advertising Age, September 18, 195 


When You’re with ‘Your Neighbor 
Lady’” is the title of the latest 
folder in the series prepared by 
the Katz Agency for Station 
WNAX, Yankton, S. D. The six- 
page, two-color booklet lists vari- 
ous sales results obtained by the 
program’s advertisers. 


e@ The American Farm Youth cur- 
rently is sponsoring a “thrift and 
savings” contest among its read- 
ers and young farm people be- 
tween the ages of 14 and 24. Four 
full pages in three fall issues will 
ke devoted to the promotion, and 
$1,500 in prizes will be awarded 
for the best letters and farm proj- 
ects on thrift. 


e The Aug. 21 issue of the Fort 
Wayne News-Sentinel and the Aug. 
23 issue of the Fort Wayne Journ- 
al-Gazette carried a 12-page, tab- 
loid rotogravure supplement an- 
nouncing the completion of Cen- 
tlivre Brewing Corp.’s new $1,500,- 
000 expansion program. Stories on 
the company’s operation and a 


Womfrass 


4 


.h Pr to YR BON 
etal 


4 


om Civilian © Agriculture! “Nonagricuir’) 
; Milfiens Milliogs Millions. Milliens 
1914 99.1 37.6 114 26.2 
1g ~. 105.1 42.0 10.5 315 
1920. 106.5 ster 1000 30.6 
Oe 108.5 34.0 10.8 26.9 
Bee NOL 9a00t = 10.9% 29.24 
ray [218 47.6 10.0 © 36.3 
1930 123A 455 : CF 343 
£931 124.6 42.4 9.8 B45 
932 :124.8 38.9 9,7 28.0 
a936 «128.1 44.4 96 33.8 
O37 = 128.8 46.3 9.4 35.8 °° 
938. 129.8 44.2 9.3 359 
939. 1309 45,8 9.3 35.6. * 
Gag (132.0 47.5 9.5 38.0 
mee 133.2 50.4 91 41,3 
ae 134.7 53.8 9.3 445 
943 $36.5 54.5 9.1 45.4 
944 138.1 54.0 9.0 45.0-. 
[P45a 139.6 52.8 8.6 44.2 
a6 1412 55.2 83 46.9 
mr 1440 58.0 $3 493 
Oop 46. 59.4 8.0 514 
38. 8.0 50.7 
Dee 57.2 64. 508 


8.1 


7 a! 
Lg 


oe Soe 
; < -RBRIGHT.- . 
Se oe) aa 
Ee ROR ARAOENGS 


Pen cartd curs 


7 735578 
Sate 37,151 
Sao: <28.180 


ers. 


36,358 


Over 70% of DUN’S 
REVIEW reaches Presi- 
dents, Chairmen, Owners, 
Partners, Vice-Presidents, 
Secretaries and Treasur- 


Daesidents 


AND SLIDE RULES 


Success in making the right choice from 
among the alternatives is what builds great 
presidents and top executives. That is why 
final decisions remain at the top. 


No other magazine concentrates such 
a high percentage of circulation among 
presidents and other titled officers. No 
other management magazine devotes itself 
so thoroughly to the facts and studies of 
business and economics on which business 


decisions can be made. 


Business men admit that every problem 
from manufacturing to distribution has no 
one perfect solution, but a series of alterna- 
tives. Final choice is not a matter of split- 
second accuracy, or slide rule mathematics, 
but rather a combination of experience, 
judgment, intuition, and emotion. Other- 
wise mastery of the slide rule would put 
all on a par in solving business problems. 


If you want decisions made about your 
product your advertising belongs in this 
economic journal for presidents. 
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history of the city’s 88-year-olg 
brewery are included in the sup. 
plement, which was prepared by 
Westheimer & Block, St. Louis 
agency for the brewery. 


e Fairchild Publications has pub. 
lished a new book, “Ceramics for 
the Table,” by Sally Taylor, ching 
and glass editor of Retailing Daily, 
The 160-page, cloth-bound book, 
which is priced at $5, describes 
the main categories of claywares 
and glasswares, and evaluates the 
respective standards of quality, 
style and value. 


e A new report issued by Wis. 
consin Agriculturist & Farme 
covers subscribers’ use of gasoline, 
motor oils, tires, batteries and anti. 
freeze. Data is derived from a mail 
survey among the publication’s 
subscribers. 


e “Brand Habits of American 
Families,” a new study issued by 
Modern Romances, indicates that 
family brand buying habits for 
household products are established 
soon after marriage. The study is 
based on surveys of two 1,200 
family panels. Copies are available 
from Harold Clark, advertising di- 
rector, Dell Publishing Co. 


e@ Textile Industries has published 
a reprint of a feature article in the 
September issue titled, “If History 
Repeats.” The material suggests 
what the industry may expect in 
the way of labor shortages, price 
controls, scarcity of materials, in- 
flation, labor turnover, etc. 


e In order to deliver Hardware in 
Canada and Retail Grocer & Pro- 
visioner to subscribers during the 
Canadian railroad strike, Wrigley 
Publications, Toronto, mapped out 
five delivery routes throughout 
Ontario, and sent out company 
representatives to make deliveries 
to post offices along the routes. In 
cities and towns which receive 
fewer than five copies, deliveries 
were made directly to retailers. 


@ Reader’s Digest International 
has published a new 26-page book- 
let, “Leading International Adver- 
tisers in 1950,” listing 939 adver- 
tisers who use the publication’s 
foreign editions. 

The booklet is arranged so that 
readers may determine which ad- 
vertisers are active in Mexico, 
Italy, Belgium or other markets 
served by individual editions. It 
also includes reports from a num- 
ber of advertisers on tests made in 
the various editions. 


e McGraw-Hill International 
Corp. has prepared a four-page 
folder, designed for filing, which 
outlines the facilities offered by 
Overseas Business Services, a unit 
of the international company. 

The OBS staff, members of 
which are stationed in 70 countries, 
will handle market surveys, re- 
ports, translations, economic stud- 
ies, etc. Details are included in the 
booklet, titled “How McGraw-Hill 
International Can Serve Your 
Company Overseas.” 


e “We're not drifting into a sell- 
ers’ market—nor are we in a buy- 
ers’ market. We’re in a consumer’s 
market ‘and it looks as though 
we’re going to remain there,” ac- 
cording to House Beautiful. 

In a 12-page folder, “What's 
Ahead Because of the Korean 
War?” the magazine contends that 
the current outlook is now the 
same as the cutlook in 1942. “We 
believe,” says House Beautiful, 
“that, barring the all-out conflict 
with Russia, a persistent sem- 
blance of normalcy will continue 
to prevail in much of our civilian 
economy.” 


Opens Chicago Office 

Scientific American has opened 
a Chicago office in the Pure Oil] 
Bldg., 35 E. Wacker Dr. David C.. 
Hessey is western manager. 
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FLYER—This flying saucer ring is being 
offered on the Captain Video program 
(DuMont Network) by Walter H. John- 
son Co., Chicago, maker of Powerhouse 
candy bars. The aluminum disc has a 
luminous coating that glows at night. 


Fram Will Feature 
New Water Cleaner 
in Fall Campaign 


promotion, 


in the Oct. 28 issue of Collier’s. 


vertising will appear 


port Topics. 


in the country. 


PROVIDENCE, R. I., Sept. 14—To 
its line of automotive air oil and 
fuel filters, Fram Corp. has added 
a new product, the Fram radiator 
and water cleaner, a device that 
filters water, softens hard water 
to stop formation of flaky scale 
deposits and inhibits formation of 
rust, and preserves surfaces. It 
rounds out the line of Fram auto- 
motive protective filters and will 
be stressed in fall advertising and 


The Fram program for the sec- 
ond half of 1950, for all products, 
will include full pages in Collier’s, 
Popular Science and The Satur- 
day Evening Post, plus a spread 


Farm copy will appear in Cap- 
per’s Farmer, Country Gentleman, 
Farm Journal, Progressive Farmer 
and Successful Farming. Fleet ad- 
in Bus 
Transportation, Commercial Car 
Journal, Fleet Owner and Trans- 


s A “very large” dealer campaign, 
reaching automotive and farm 
dealers, will include nine trade 
journals, and a new outdoor poster 
design will be used in every state 


Fram will continue to feature 
Western Union Operator 25 service 
as a source of information con- 
cerning the name and address of 


PUNCHES sheets and covers of any size 
or weight, quickly, accurately 


BINDS up to 250 books an hour with 
colorful GBC plastic bindings 


BIND THIS MODERN WAY 
right in your own OFFICE 


or 

Add prestige, color and utility 
to reports, presentations, cata- 
logs and all printed material 
with this handsome plastic bind- 
ing. Complete office equipment* 
costs no more than a typewriter. 
Binds a book for a few cents. 
Anyone can do it in seconds. 
*Patents Pending ( 


Special free trial offer. TRY this 
equipment in your own office or plant. 
No obligation. Satisfaction guaranteed! 


meno | Send today for full infor- 
mation and 2 FREE handy 
'4'442m Pocket memo books bound 


General Binding Corp 


808 W. Belmont Ave., Dept. AA-9-18 
Chieago 14, Illinois 
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local Fram dealers. 

A merchandising program will 
include a new handy package 
known as the Fram Farm-Pak, 
holding six replacement cartridges 
and a Fram Lubri-Graf for farm 
equipment; Fram Lubri-Graf units 
for fleets; counter displays; com- 
plete demonstration and sales kits 
for dealer use; electric clocks with 
Fram advertising; display stands; 
signs; cartridge checker chart; 
stencils for sidewalk or driveway 
use; window decals; illuminated 
display for window or counter 
use; and posters. 


@ Introduction of the new Fram 
radiator and water cleaner is 
built around a D-400 Assortment, 
one offered to each dealer outlet, 
containing six cleaners, one of 


which is offered at a special low 
price for the dealer’s own car. 
With the package also goes a dis- 
play piece and 50 consumer hand- 
out printed pieces. 

The new product is said to be 
the only complete protection for 
cooling systems for cars, trucks 
and busses. Two models fit all cars, 
trucks and busses, and each unit 
is marketed in a package which 
contains all parts, brackets and 
fittings. 


Guenther, Brown Gets 4 


Guenther, Brown & Berne, Cin- 
cinnati, has been appointed to 
handle advertising for Max’s 
Clothes Shop, Mrs. Thomas 
Candies and Milton Okrent Co., 
Cincinnati, and Kelley Car Co., 
Dayton. 


‘Honeywell Starts Drive 


Minneapolis-Honeywell Regula- 
tor Co., Minneapolis, will start its 
first consumer promotion for the 
new Honeywell TM electric clock 
thermostat with a spread in the 
Sept. 16 Saturday Evening Post. 
Backing the Post ad will be pages 
in several home service publica- 
tions, with supporting copy carried 
in Time and Newsweek. A full 
trade press schedule and a heavy 
direct mail program to dealers and 
wholesalers also are included in 
the campaign. Addison Lewis & 


Associates, Minneapolis, is the 
agency. 
Wethington Joins WICC 


James A. Wethington, formerly 
with KCUL, Fort Worth, and 
KSLO, Oppelousa, La., has joined 
the commercial sales staff of 
WICC, Bridgeport, Conn. 
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Bond Sponsors TV Show 

Bond Stores Inc. has become the 
first men’s and women’s apparel 
manufacturer to use television on 
a national basis. Bond is sponsor- 
ing “Hands of Mystery” over the 
DuMont Network at 9 p.m., Fri- 
day. The show is telecast “live” 
to New York, Washington, Chi- 
cago, Pittsburgh and Columbus; 
while Louisville, Cincinnati, Cleve- 
land and Los Angeles see it via 
kinescope. Grey Advertising Agen- 
cy, New York, handles the account. 


Booth Joins Roy Industries 

E. Roy Industries, Montreal, 
manufacturer of Roy, Gibson, Fire- 
stone and Coolerator electric re- 
frigerators, has named Parker 
Booth as general sales manager. 
Since 1947 Mr. Booth has been 
manager of the refrigeration sec- 
tion of the appliance sales divi- 
sion, Canadian Westinghouse Co. 


"ZO Seconds 


advertisers like Ford, United Fruit, Westing- 


Study for 30 seconds this frank scoreboard of 
hits and runs on advertising media. It should 
open your eyes to the surprising advantages of 
Spot Movies (Film Commercials) in theatres. 
Join the more than 70 prominent national 


-\ 
NATIONAL OFFICES NEW YORK: 70 East 45th SF. 


KANSAS CITY: 2449 CHARLOTTE ST. @ 


ovie Adver' 


house, Chrysler, and General Baking who are 
cashing in with this medium, Phone or write 


the nearest office of The Movie Adv 
Bureau for more facts today. 


ising Bureau 


MEMBER COMPANIES: UNITED FILM SERVICE, INC. © MOTION PICTURE ADVERTISING SERVICE CO., INC. 


SAN FRANCISCO: 821 MARKET ST. 


©@ CHICAGO: 333 NORTH MICHIGAN AVE. © NEW ORLEANS: 1032 CARONDELET ST. 
CLEVELAND: 526 SUPERIORN.E. © 
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PARTY FOURSOME—Festivities marking the return of the “Railroad Hour” to NBC 

in New York were attended by (left to right) Clarence Goshorn, chairman of the 

board of Benton & Bowles; Albert R. Beatty, assistant vice-president, Assn. of Amer- 

ican Railroads; Gordon MacRae, star of the broadcast; and Niles Trammell, chair- 
man of the board of NBC. 


LE VALLY ENTERTAINS—James G. Cominos (left) welcomes Neil Cline of WHAS 
and Barnes B. Gildehaus of the Courier-Journal and Louisville Times at an open 
house held in the Chicago agency’s new Louisville branch office in the Martin- 
Brown Bidg. At right is Joseph A. Campbell, who will work out of the Louisville office. 


b)) PICTS WEE TZ 


ped rod 


HOW TO TIE UP SALES—What's this Pak-Et you’re advertising on your tie?’ That's 

the question these Market Distributors’ salesmen in Los Angeles have been hearing 

from curious customers and grocery store personnel. Answer: Pak-Et is PictSweet 

Foods’ new 8-oz. package for frozen vegetables, the small family package with 

ample servings for two or three persons with no leftovers. Sporting the hand-painted 

ties are (left to right) Charles Bonk, Al Kreutz, Anthony Dominis, sales manager 
and originator of the gimmick, and William Mitchell. 


STAR IN THE SKY—One of the features 
of Lone Star Brewing Co.’s 10th an- 
niversary in San Antonio was this balloon 
that floated over the brewery during the 
four-day celebration. Special sections de- 
voted to the company ran in the San 
Antonio Express and Light, and a crowd 
estimated at 50,000 toured the plant. 


SAMPLER—This counter sampling display 

for National Biscuit Co.’s Milk-Bone dog 

biscuit is one of several pieces of mate- 

tial available to dealers in conjunc- 

tion with National Des Week, Sept. 
24-30 


COMPLETE SEASON’S PLANS—The board of governors of the 
Advertisers’ Club of Cincinnati had its picture taken at a meet- 
ing at which plans for the opening of the 1950-51 season were 
completed. Seated, left to right, are Harry Ewry, J. W. Ford Co., 
club secretary; Sylvia LeMonek, Associated Advertising Agency; 
Sam Rouda, Kroger Co., president; C. James Proud, national field 
director, AFA; Edward H. Sunderman, Progress Lithographing Co.; 


Joel W. Stovall, Station WKRC, vice-president of the club. Stand- 
ing: Edward W. Hodgetts, Cincinnati Gas & Electric Co.; Roy Diet- 
erlen, Diem & Wing Paper Co.; Len Osborne, Osborne Photo- 
graphers; Sprague Mullikin, Perry-Browne Inc.; A. J. Lemperle, 
Ralph H. Jones Co.; David E. Partridge, Crosley Broadcasting Co.; 
George E. Dhonau, Cincinnati Times-Star; and Samuel M. Rogoff, 
Cincinneti Pencil Ce. 


Advertising Age, September 18, 1959 


BRIEF INTERLUDE—Relaxing over cocktails between sessions at the NAMP cop. 

ference in Spring Lake, N. J., were, left to right; Elon Borton, Advertising Federa. 

tion of America; Philip Thomson, Audit Bureau of Circulations; and A. E. Winger, 
W. Ll. Chenery and R. T. Messier, all of Crowell-Collier Publishing Co. 


SERIOUSNESS AT SPRING LAKE—Judging from the expressions on the faces of the 

four NAMP conference attendees above, there was some serious business on the 

meeting's agenda. Left to right: H. S. Phillips, Time Inc.; Frank Braucher, Periodical 

Publishers Assn.; John Begg, U. S. Department of State, and Bernard Barnes, Time 
Inc. 


AT THE NAMP CONFERENCE—Caught between sessions at the Spring Lake, N. J., 

conference last week were, left to right: Gene Robb, Hearst; E. C. Von Tress, Curtis 

Publishing Co.; E. F. Hamm Jr., Traffic Service Corp., and Judd aad F. W. Dodge 
Corp. 


a ee ee ee 


acme. 


MISS TV—Edythe Adams, winner of the “Miss New York Television” title, won the 
“Miss U. S. Television” crown in national finals held at the Chicago Fair. The 
contest was the brain-child of Walter Schwimmer, president of Radio Features Inc., 

beaming, here, at his prize. 
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MORE SALES IN THE 
PACIFIC NORTHWEST 


To harvest more sales in the Pacific Northwest, get to the heart 
of it—pitch in and sell in the rich, responsive Spokane Market. Although 
the very heart of the booming Pacific Northwest region, the Spokane 
Market is distant from and independent of coastal influence. 


Business in Spokane and the Inland Empire is at a high level. Basic 
industries of Agriculture, Lumbering, Mining and Manufacturing are 
steady and flourishing. The Columbia Basin Irrigation Project, Grand 
Coulee Dam, Chief Joseph Dam, and other giant government projects 


are pouring wealth into an already wealthy market. Right now harvest- 
ing is in full swing throughout the great agriculture belt of the Inland 
Empire, where farmers are pitching in to reap their 500-million-dollar 


share of the Spokane Market's over-a-billion-dollar annual wealth. 
With incomes better than double the United States farm average, Inland 


Empire farm residents are top customers for a wide variety of manufac- 


tured products. So are their urban resident brothers, and as a result the 
Spokane Market does more retail business than the city of Pittsburgh. 


So pitch in in the Spokane Market and reap your full share of 
Pacific Northwest sales. There’s no better sales tool than The 
Spokesman-Review and Spo- 
kane Daily Chronicle. Long- Send for 1950 
established, widely-read, they P 
have the dominant coverage Consumer Analysis 
and penetration that gets re- 
sults. Are they on your list? 


Know how your product ranks in one of the 
West's major markets. Ask our General Adver- 
tising Division to send you a copy of the 1950 
Consumer Analysis of the Spokane Market. 


Combined Daily 
CIRCULATION 


Now Over 


150,000 
81.84% UN-duplicated 


MEST ate 2 eae 


Advertising Representatives: Cresmer & Woodward, Inc., New York, Chicago, Detroit, 
Los Angeles, San Francisco. Color Representatives, SUNDAY SPOKESMAN- 
REVIEW Comic Sections: Metropolitan Group. & Sf: ‘ Ace 
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Veice of the Advertiser" 


Reader Picks Subway Card 
for ‘High Award’ 

To the Editor: A most thought 
provoking piece of copy, thereby 
successful perhaps, is a poster now 
appearing on the stations of the 
New York subway. For directness, 
brevity and implication it may be 
arousing great interest and induc- 
ing considerable action. 

The words on this “one sheet” 
are: “Prayer changes things— 
Prayer changes you.” 

It doesn’t require minutes of 
reading time to get the significance 
of that message. This poster copy 
rates a high award. 

HARRIET EDMUNDS, 

President, The Chartmakers 

Inc., New York. 

* e o 


Has Something New— 
How Shall He Sell It? 


To the Editor: Who says there 
is nothing new under the sun? We 
refuse to go along with the mob. 
We have something new. 

It is a meat tenderizer from the 
enzyme (sap of the papaya). It 
is dehydrated, and put up in “tea 
bag” style, it is pure, without any 
preservative, and the cost of ten- 
derizing meat—a pound of it—to 
the consumer, is less than 2¢. 

It is a dream come true. 

We have been making the fluid 
type of tenderizer for the hotel 
and restaurant fields, but we could 


not get near the millions of house- 
wives, and then, suddenly, the 
thought came to us: If we could 
only give them a “tea bag” type, 
so that they could make their 
meat tenderizer in their own 
homes, just like they make a cup 
of tea, we would really have some- 
thing, and it is READY. 
All the user has to do is to put 
the little bag in a cup of water, 
and when the filtering is finished, 
the tenderizer is ready. 
Each “tea bag” makes four 
ounces of fluid, which will tender- 
ize more than 20 pounds of meat. 
The item can.be shipped all over 
the world, by mail, for a few 
pennies. We can ship it all over 
America for 3¢. Away with the 
bottle, away with the water. Why 
pay transportation on non-essen- 
tials? 
I am sure that your readers 
would like to know the how and 
why of a tenderizing agent from 
papaya. Here is the answer: 
Meat is dead tissue, made up 
mostly of protein. The enzyme 
of papaya ( a vegetable pepsin), 
which has an affinity for protein, 
breaks down the tough connecting 
tissues, fibers, muscles and cross 
grain, tenderizing the meat. And 
that is all there is to it. When heat 
is applied to the meat, the tender- 
izing action is over. 
I want advice as to how to sell 
it. Many tell me it is a direct by 


THE LOUISVILLE TIMES 


Owners and operators of Radio Station WHAS and Television Station WHAS-TV 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


ry. € 


-Hour 


This department is a reader’s forum. Letters are welcome. . — 


mail item, for this product is 
needed in rural communities 
badly, and can be sent so easily 
by mail. 


Others say that it belongs in the 
grocery field. But I am not so sure 
about that. To many grocers, if 
they sell it, it is a confession that 
meat is tough. But meat is tough, 
and going to get tougher, for Uncle 
Sam is taking more every day, and 
he deserves it. Fresh meat is 
tough, and can be helped by this 
natural tenderizing agent. 

I want your readers to tell me 
how to sell it. 

J. H. NEWMaRK, 

Owner, Papaya Research Labs., 

Miami, Fla. 


* ~ . 
Requests for ‘Lemon Girl’ 
Keep Her Sponsor Busy 

To the Editor: Since your print- 
ing of the picture of the Lemon 
Girl in your Voice of the Adver- 
tiser a few months ago we, too, 
have had many, many requests for 
copies. 

Of course, we shall be glad to 
send you a few copies for distribu- 
tion, and they will be forthcoming 
from the Atherton Advertising 
Agency within the next few days. 

From the number of requests re- 
ceived, not only “everybody reads 
the news,” but also “everybody 
reads the Voice of the Advertiser.” 

C. F. Sympson, 

Vice-President and Sales Man- 

ager, Pacific Citrus Products 

Co., Fullerton, Cal. 


Mactfadden's ‘Good Cooking’ 
Has No Guarantee: Drake 

To the Editor: Your good jour- 
nal referred, in its issue of Sept. 
4, to our new publication Good 
Cooking. 

While we were pleased by the 
mention, there were two inac- 
curacies which we ask that you 
correct in an early issue. 

1. Good Cooking “guarantees” 
no circulation, because, as you 
point out, no advertising is being 
solicited except for covers. For 
the purpose of pricing the covers, 
a rate base of 125,000 was estab- 
lished. 

2. We do not restrict ourselves 
to six months without ads. We 
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have pointed out to the trade that 
we will solicit ads when, and if, 
we believe that the magazine has 
proved itself—and then only. We 
might have such proof sooner or 
later than the time you specify. 
HERBERT G. DRAKE, 
Vice-President, Macfadden 
Publications, New York. 


Running Out of Letters 

To the Editor: Too busy to 
check—but does Cleveland have 
a radio station WEXL also? (AA, 
Sept. 4, picture of “Miss Cleve- 
land television.”’) 

Didn’t think FCC permitted it 
... We have one in Detroit suburb 
... Royal Oak, Mich. 


Your caption writer must have 
been thinking of Miss Linn. 

G. D. Nose Jr., 

Sales Promotion Manager, 

Telephone Directory Adver- 

tising Co., Detroit. 

Sharp-eyed reader Noble is 
right. The Cleveland station which 
picked Miss Linn is WXEL, not 
WEXL, which is indeed in Royal 
Oak, Mich. 

* * e 


‘Tagged All the Bases’ 

To the Editor: I would be very 
remiss indeed if I did not express 
my. appreciation of the extremely 
able job which you folks did on 
newspapers in the current issue of 
ADVERTISING AGE. 

You certainly tagged all of the 
bases, and I am particularly de- 


three 4-color Vandercook 


10t engravers, inc 
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STate 2-5367 
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these in one engraving plant? 


proof presses at your service. 


VAN BUREN +« CHICAGO 


lighted that you gave credit with 
complete impartiality to the rep. 
resentatives and the Newspaper 
Advertising Executives Assn. for 
the progress of newspapers in gen. 
eral. 
Harowp S. BARNEs, 
Director, Bureau of Advertis- 
ing, ANPA, New York. 
® e e 

Agency Man Finds Newspaper 
Progress Issue Helpful 

To the Editor: May we cop. 
gratulate you on your Aug. 28 is. 


Advertising Manager 
Salisbury, Md. Times 


Swamped with building 
construction work in 
Salisbury, Md. 


Recently we received a letter 
asking us about the buildin 
situation in and around Salis 
bury. We contacted the mo 
important builders and cam 
up with this information:- 
“All we know about the build. 
ing situation is that we an 
swamped with work.” 
Do you make anything 

that is used in a 

house or building? 


If you happen to make refrig- 
erators, linoleum, paint, fans, 
heating units, curtains, kitchen 
cabinets, washing machines ot 
any of the other 101 things 
that are bought for a home or 
building, Salisbury, Md. can be 
one of the hottest sales spots 
on your charts. 
Visitors driving through, and 
salesmen who make their first 
visit here, all say the same 
thing—“Some market. Some 
town. Some spot to get plenty 
of orders.” 
The Times, with over 17,000, 

is the wedge that jars 

the orders loose 
Whether you want to run 4 
test campaign, or you have de- 
cided to add a few more mat- 
kets to your regular schedule, 
The Salisbury Times and 
“yours truly” are ready to help 
you and your salesmen get 
sales action. 
My time is your time if you 
want a selling job done here. 


OUR 7 PAPERS 


© CANTON (OHIO) REPOSITORY q 
©@ STEUBENVILLE (OHIO) HERALD-ST. 
© SALISBURY (MD.) TIMES 


" These 3 represented by 
Story, Brooks & Finley, Inc. 


MARION (OHIO) STAR 

EAST LIVERPOOL (OHIO) REVIEW 
PORTSMOUTH (OHIO) TIMES 
SALEM (OHIO) NEWS 


These 4 represented by | 
John W. Cullen Company 
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suc, which carried the Newspaper 

Progress section. 

It is an excellent job and help- 

ful in many ways to our agency. 

ARNOLD R. DeuTscH, 

Deutsch & Shea Inc., New 
York. 
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Gets Audit Bureau Story 
Across in Humorous Folder 

To the Editor: In the model 
vailroad field we have _ been 
plagued for many years by the 
problem of magazines which do 
not have their circulations audited. 
It’s hard to put across to a small 
advertiser the difference between 
taking a publisher’s word for cir- 
culation and taking the impartial 
word of the Audit Bureau of Cir- 
culations. 

We’ve been struggling with the 
problem for a good many years. 
If we talk seriously about it, the 
small advertisers haven’t the time 
to listen. Advertising is in most 
cases a minor matter to them, and 
they tend to buy on emotion rather 
than common sense. 

So it occurred to us that under 
these circumstances, the best sense 
to approach might be the sense of 
humor, Accordingly, we used a 


1c. 


cartoon technique and developed 
the enclosed booklet which is going 
out to all of our advertisers with 
the current ABC statement. 
I think you might find it a matter 
of interest for ADVERTISING AGE. 
ALBERT KALMBACH, 
Publisher, Model Railroader, 
Milwaukee. 


Wants Collection of Series 
on ‘Employe Communications’ 
To the Editor: Have you ever 
considered reprinting the Robert 
Newcomb and Marg Sammons ser- 
ies, “Employe Communications— 
How to Win Friends Among Your 
Workers,” in one convenient 
booklet, as you have done with 
other ADVERTISING AGE features? 
If you do, I certainly would be 
interested in having a copy. 
Epwarp G. GOLp, 
Armour & Co., Chicago. 
Are other readers similarly in- 
terested? 


To the Editor: Your employe 
relations series entitled “Employe 
Communications” has created 
quite a bit of interest here. 

Would you please let me know 
when this series started and if you 
have plans for publishing this 
series in book form? 

A. E. JOHANN, 

Industrial Relations Manager, 

Meredith Publishing Co., Des 

Moines. 


Ayer Reprints AA Story on 
Agency Educational Setup 

To the Editor: Al Sommers’ 
article on our educational depart- 
ment, published on Page 112 of 
your Aug. 28 issue, has been read 
with great interest by many of 
our people, and I have heard very 
favorable comments about it. 

May we have your permission 
to reprint the article, with credit 
to ADVERTISING AGE, for use by our 
educational department? 

RICHARD P. POWELL, 

N. W. Ayer & Son, Philadel- 

phia. 

* © . 


Giraffes Work tor Newspapers 
To the Editor: Here’s a coinci- 
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your June 26 issue. 

Two newspapers using a giraffe 
to show their circulation gains 
in their advertising. Great minds 
must run in the same channel? 

Thought you would like to have 
this called to your attention if you 
missed it. 

H. J. MAwIcKE Jr., 
Juel Studios, Chicago. 

Both the Miami Times and To- 
ledo Blade and Times used the 
long neck of the giraffe to illus- 
trate their reaching new circula- 
tion heights. 


Old Ads Are Available 

To the Editor: Will you please 
tell Alan R. Burman (Voice, Aug. 
28) for me that he can get copies 
of all the old advertisements he 
wants from the Bettmann Archive, 
211A E. 57th St., New York. 

I have a wall full of them from 
this source, and they attract a 
great deal of attention and com- 
ment. 

Bettmann won’t sell the origin- 
als, but they will sell photo prints. 
They will be glad to send a selec- 


tion from which Mr. Burman can 
make his own choice. 
BEN S. LAITIN, 
J.D. Tarcher & Co., New York. 
« & « 

Blames Business’ Selfishness 

To the Editor: Yes, my logical 
hoarding letter that read like a 
tongue in a cheek about a fly in a 
mixer full of batter (AA, Sept. 4) 
was erroneously intended to be 
clearly confusing but hoping to 
imply that Business, which has so 
eagerly grabbed all the chances 


to raise prices (when rapid turn- 
over of itself is a profit booster) 
should be spanked for its selfish- 
ness more than the individual con- 
sumer should for is. 

Pro BONO PUBLICO. 


Suggests a New Version 
To the Editor: Old saying, new 
style?...To err is Truman... 
C. RALPH BENNETT, 
Vice-President, Fred Gardner 
’ Co., New York. 


dence that perhaps you missed in 


by switching to lower cost, hieh fiddly 
loncolcdated  ¥NAMEL PAPERS 


e The nation’s largest makers of locomotive 
cranes and hoists didn’t always specify the brand 
of paper to be used in their folders, catalogs, and 
other sales materials. In years past, it didn’t 
make much difference. Almost any of the old 
style enamels gave equally fine printing results. 
And all commanded premium prices. 

Recently, however, American Hoist made a 
study of its most important printing jobs—and 
now specifies Consolidated Enamel Papers. For, 
by actual comparison of invoices, printing and 
quality, the study proved that Consolidated 
Enamels give equally fine results at savings that 
average 15% and more of the cost of old style, 
premium-priced enamel papers. 


ondokdated V.NAMEL PAPERS 


PRODUCTION GLOSS 


—_ ai. 


and industrial laminates ° 


MODERN GLOSS 


CONSOLIDATED WATER POWER & PAPER COMPANY 


Main Offices: Wisconsin Rapids, Wisconsin ° Sales Offices: 135 So. LaSalle $t., Chicago 3, Illinois 


These savings can be traced directly to the revo- 
lutionary papermaking process which Consoli- 
dated pioneered. This process eliminates costly 
operations required by other methods. It pro- 
duces fine quality paper, simultaneously enameled 
on both sides, in a single high-speed operation. 
With the logical economy of this process in 
mind, it might prove both interesting and profit- 
able to have your own printing invoices checked. 
If your company prints an employee magazine or 
any considerable amount of sales material, you 
will discover that printing paper represents a 
very considerable investment. And the surest 
way to insure that investment today is to specify 


Consolidated Enamel Papers. 


© C. W. P. & P. Co. 


FLASH GLOSS 


| ee 55 ae ate 
| a poe - 
spaper 
) Rea : r— Mm, ee WG > ~ - < ore we : < oN are aor i 
ake rel . M < s o SG 35 Ae ae Sere ‘ 
shy é i : >> ./ \) eS et, eae : 
A... a. - a{ c Pie é 
nes (Sp pe Ste he Nee ASN ‘ 
Aes A Lh NSS < : 
ing "ff hie ig merican Hoist lowered the boom Ls . = 
‘ a Milwaukee . . Ss ‘is ay > el 
| EASES on high printing costs. . . Ss ce fi) 
IQ — | 
a letter IN G8 
rs “\ ila 
. wet aee s ole 2 > ne: : & =" Zs = 
— 7. eh >) ae | 
y, 4 ‘ 
- spots | N ty - a ee 
: | > CS ' 
ir wer 
= = eee t 
plenty 
‘ g 
run a 
ve de- * 
mar- 5 
edule, J 
; and 
o help 
n get ae 
, | a 
ere. < 
& 
. . = : 
D-STAR oot 
SS one 
. ne 
ee 
j Makers of Consowelt=H°COTEr Ss ill 
| —— , - 
ee 
po 
Ee ee ee amen ME rn dente nr mre ere eae Sen to 7ikkaad C1 ee ec 


a 
ee 


Dept. Stores Using More TV, But 
Other Media Won't Suffer: Stolzoff 


Mosi.e, ALA., Sept. 15—Depart- 
ment stores are becoming big users 
of television, but the money they 
are spending on TV is not being 
taken from other media, accord- 


ing to J. S. Stolzoff, vice-president 
of Cramer-Krasselt Co., Milwau- 
kee. 

Speaking today before members 
of the 7th District, Advertising 


ADVERTISING PROFESSION 70. 
; “Portfolios * Advertising Specialties” am , 
_ Die-Cutting * Mounting « Paper Lining, etc. 
@ SERVICE BINDERY CO., INC. "= 


Wa 


and subsidiary 
_ SERVICE MOUNTING & FINISHING CO. — 
Plant—2241 South Wabash Aven seeChicage 


™ 


New Phone—CAlumet 5-3224 _ 


Federation of America, Mr. Stol- 
zoff presented results of the sec- 
ond national department store sur- 


vey conducted by the agency. Re- | 


sults of the first survey were given 
at the annual convention of the 
National Newspaper Promotion 
Assn. last May (AA, May 22). 

The survey covered 58 depart- 
ment stores across the country, 
representing 52% of all depart- 
ment stores having regular TV 
schedules during July. Four of the 
stores spend over $100,000 a year 
for television advertising, and one 
large store has earmarked 22% 
of its publicity budget for televi- 
sion. 


mw The average store, according to 
the survey, spends about 9% of 
its publicity budget on TV, com- 
pared with 7.3% in May. Average 
dollar expenditure per store is 
$48,500. 

When asked where their TV ad- 
vertising funds came from, 42 
stores said from a separate ap- 
propriation, 7 took the funds from 
their radio allotment and 7 from 


A 


Where Will Bulk of TV Funds 
|Come from As Use Increases? 


Stolzoff 


Mr. 

got this response from department stores. 

Some stores named more than one source 
of funds. 


SOURCE—Kramer-Crasselt’s 


newspaper funds. Eleven stores re- 
ported that the funds came from 
vendors, pointing up the increas- 
ing number of manufacturers who 
are cooperating on television. Some 
stores listed more than one major 
source of TV funds. 

The average store currently us- 
ing TV will spend 13% of its ad- 
vertising budget on _ television 
when set saturation reaches 80%, 


the survey revealed, and one large 


Have you a one® 


There's a lot of goods going into 
the homes of those 1,500,000 True 
CONFESSIONS families over there. 


But how much of it, if any, is your 
brand? 


You can switch your products into 
a lot of those TRUE CONFESSIONS 
homes simply by switching some of 
your advertising dollars into TRUE 
ConFEssions, their favorite magazine. 


Those families may be on the “other 
side of the tracks” from you emo- 
tionally and psychologically, but they 
eat—regularly and well... they wear 
clothes—the latest styles and good qual- 
ity ... they buy more household equip- 
ment and appliances because they are 
largely new, young families... and 
because they are new, young families 
their minds are wide open on brand 
selection—not handicapped by habit 
buying like older families... they 
have more money to spend because 
wages are the highest in history.., 
and they pretty much do all the things 
you do—except read the same maga- 
zines you read. 


You may think because you are ad- 


tracks. 


"en 
onfessions 


A Fawcett Publication + 67 West 44th St., New York 18, N. Y. 


vertising in the big weeklies or the 
women’s service magazines your mes- 
sage is getting over there across the 


Don’t believe it! 
And why not? 


Well, just take a look at the Starch 
Consumer Magazine Report. There 
you will find that only about 5% of 
the readers of such magazines as the 
Ladies’ Home Journal or Life or the 
Saturday Evening Post ever see a copy 
of TRUE CONFEsSIONS. 


So why concentrate all your adver- 
tising dollars in the magazines you and 
your family read, when there's a big 
job to be done on those young, grow- 
ing families on the other side of the 
tracks—families that represent such a 
large and important segment of Amer- 
ica’s great consuming market, 

You need the True ConFEssions 
type magazines in addition to your 
other media to do a real coverage job. 
And because True ConFessions has 
the largest demand newsstand sales of 
them all, TRUE CoNnFEssiIons is your 
logical first choice. 


der 


track mind ? 


A Few Advertisers Reaching 
BOTH Sides of the Track 
Through TRUE CONFESSIONS 


Bigelow-Sanford Carpet Company, Inc. 


Bristol-Myers Company 
California Packing Corp. (Del Monte) 


Carnation Company 

Clapp’s Baby Food 
Colgate-Palmolive-Peet Company 
Gerber Products Company 
Internationa Latex 
International Silver Company 
The Andrew Jergens Co. 
Johnson & Johnson 
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store estimated that 40% of its 
budget eventually would go to TY. 


ew The bulk of new funds for in. 
creased use of television will come 
from an increased budget for 49 


newspaper appropriations and 12 
would take the money from radio, 
In May, 8 stores said they would 
cut newspaper funds and 11 said 
TV funds would come from the 
radio budget. 

Stores were queried as to their 
advertising budget plans for al] 
media in 1951, with the following 
results: 

Radio—Eight stores plan to in- 
crease their budget, 29 will keep 
it the same and 20 will decrease it, 
In May, only 13 of the 33 stores 
polled said they would maintain 
or increase their radio funds. 

Direct Mail—Only ten _ stores 
plan to cut their direct mail ad- 
vertising in 1951, while 23 will 
increase their budget and 24 will 
allocate the same amount they did 
this year. These figures parallel 
those in the May survey. 


ws Newspapers—Thirty-one stores 
are going to up their 1951 newspa- 
per ad budget, 9 will maintain it 
as is, and 6 will cut it. In May, 18 
said “increase,” 10 said “same” 
and 5 said “decrease.” 

Television—All but seven of 
the 58 stores reporting said they 
planned to increase their TV bud- 
get, and these seven said they 
would spend the same amount in 
51 as in °50. In May, 27 stores 
planned to increase and the other 
five were going to maintain the 
same budget. 

Increase in TV budgets for ’51 
ranged from a 3% rise in one case, 
to another that intends to go from 
its current $9,000 budget to one 
for $65,000 next year. No stores in 
either survey reported planning to 
decrease their TV funds in ’51. 

When asked to describe their 
television results to date in one 
word, 29 stores said “successful,” 
34 said “encouraging,” 3 said “‘me- 
diocre,” and none reported that 
results had been either “unsuccess- 
ful” or a “failure.” 


s The best time for a department 
store TV program, Mr. Stolzoff 
said, usually is in the afternoon. 
Also, full programs have proven 
more effective than announce- 
ments or spots, he added. 

Generally speaking, the best 
type of show for a department 
store to sponsor is a shopper show, 
he said. On such a show, the main 
portion of the program should use 
a theme, interesting personalities 
and other devices to literally bring 
the products of a store right into 
the home. 

The success of these daytime 
shopper shows is graphically il- 
lustrated, he added, by the case of 
just one store, which from simple 
TV demonstrations sold more than 
600 home permanent wave kits, 
several hundred $3.98 doll houses, 
and a complete inventory of a $5 
cook book. 


Publication Changes Name 


Foreign Service, Kansas City, 
Mo., official publication of the 
Veterans of Foreign Wars, has 
changed its name to V. F. W. Mag- 
azine, effective Jan. 1, 1951. The 
new name has been used as the 
sub-title for the past year. 


Raisin Board Plans Drive 
California Raisin Advisory 
Board will start its 1950-51 con- 
sumer promotion campaign with 
color ads in Better Homes & Gar- 
dens, McCall’s and The Saturday 
Evening Post. J. Walter Thompson 
Co., San Francisco, is the agency. 


Seehof Joins Biow Co. 


Jerome F. Seehof, formerly 
vice-president and copy chief of 
Dancer-Fitzgerald-Sample, has 
joined the Biow Co., New York, as 


| copy supervisor. He replaces West- 


‘on Hill. 


stores, while 14 said they will cut 
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Arvin Tells Dealers 
About Big 1950-51 
Radio, TV Set Drive 


(Picture on Page 1) 

CoLuMBus, IND., Sept. 14—Arvin 
Industries Inc. is sending a 24- 
page brochure to its distributors 
and dealers announcing “the big- 
gest advertising program in all: Ar- 
vin history.” 

The brochure points out that ads 
for Arvin’s 1950-51 line of tele- 
vision and radio sets will appear 
in 16 magazines during the next 
four months. In all, 91 ads are 
scheduled to appear during a 17- 
week period beginning in mid-Sep- 
tember. 

Twenty-two half and full-page 
color ads in Better Homes & Gar- 
dens, Life, Look, Newsweek, The 
Saturday Evening Post and Time 
will be used to announce the com- 
pany’s 1951 line of 14 television 
receivers. 


a Another series of 17 ads is 
scheduled to publicize Arvin’s 37 
different radio models, including a 
new three-speed phono-radio com- 
bination and a Hopalong Cassidy 
table model set. BH&G, Life, Path- 
finder and the Post will be used for 
this drive, plus Country Gentle- 


man, Progressive Farmer, Success- 
ful Farming and the Hopalong Cas- | 
sidy comics magazine. All ads in) 
the radio set campaign will be half | 
or two-thirds pages, in b&w and | 
two and four colors. 
“A representative list of trade 
publications will be used during 
the campaign, to keep dealers and 
distributors up to date on models, 
prices, features and selling helps. 


s The brochure also shows a new 
series of three, four and five-col- 
umn newspaper mats, on both ra- 
dio and TV sets, which are avail- 
able for local use. Dealers and 
distributors are urged to back up 
the factory’s advertising program | 
with an accelerated local ad pro- | 
gram. 

A section of the portfolio de- 
scribes several sales aids to be 
made available to the trade at cost. 
Included are a salesmaker for mass 
display of radio and TV sets, illu- 
minated signs, streamers, banners 
and cards. 

Roche, Williams & Cleary Inc., 


_Chicago, handles the account. 


Newspaper Ads Will 
Introduce New K-F 
Low-Price Car Model 


WILLOW Run, Micu., Sept. 14— 
Kaiser-Frazer Corp.’s new low- 
price automobile will be an- 
nounced to the nation in news- 
paper ads Sept. 29. 

Magazines, radio, TV and out- 
door are included in the company’s 
most elaborate campaign, which 
carries the theme: “The most im- 
portant new car in America! 
Smart! Tough! Thrifty!” 

Burton R. Durkee, K-F director 
of advertising, said full-page an- 
nouncement ads would appear in 
newspapers of all major cities, 
supplemented by ads of 1,500, 1,000 
and 680 lines in newspapers cov- 
ering every K-F dealer market 
in the country. 


s Four-color spreads will be used 
in Collier’s, Life, Look, News- 
week, Parade, The Saturday Eve- 
ning Post and Time; a four-color 
page in The American Weekly; a 
three-page section in Quick, and 


a b&w page in Country Gentleman 


and Farm Journal. 


K-F dealer groups will sponsor 


the “Ellery Queen” TV mystery 
show on the DuMont Network 


Thursdays at 9 p.m. starting Oct. 
12. | 


A total of 4,000 outdoor posters 
will be used in selected market 


areas during November. In cer- 


tain localities, radio spots will be 
used in place of outdoor. 

An advertising kit will be sup- 
plied to all dealers free of charge, 
containing material to be placed 
by the dealer in his local area. 

The kit includes a complete mat 
service, live radio announcement 
material, samples of promotional 
literature, various exploitation 
plans and proofs of factory-con- 
tracted newspaper and magazine 
ads together with schedules show- 
ing release date in local areas. 

Wm. H. Weintraub & Co., New 
York, is K-F’s agency. 


Soft Water Drive Planned 


Culligan Zeolite Co., Northbrook, 
Ill., will launch a six-week cam- 
paign for Culligan Soft Water 
Service, starting Oct. 15. Plans call 
for ads in Better Homes & Gardens, 
Good Housekeeping, House Beau- 
tiful, House & Garden, Parents’ 
Magazine and Small Homes Guide. 
In addition, newspaper and tele- 
vision advertising will be used, 
with motion picture shorts avail- 
able for dealer use. Frederick, 
Franz & MacCowan, Chicago, han- 
dles the Culligan account. 


ATTENTIVE AUDIENCE—He may be telling a story, or possibly talking about the 
publishing business, but Elliott D. Odell, Farm Journal, certainly has captured the 
attention of his two companions at the Spring Lake conference of the NAMP. Left 
to right: H. G. Drake, Macfadden Publications; John McPherrin, American Druggist, 


and Mr. 


Odell. 


Allied Record to Yambert 


Allied Record Mfg. Co., Holly- 
wood, custom transcription pro- 
ducer, has appointed Ralph Yam- 
bert Organization, Los Angeles, as 
its advertising and public relations 
agency. 


Parks Appoints LeVally 


Virginia Parks Inc., Chicago, has 
appointed LeVally Inc. to handle 
its advertising. VP stick deodorant, | 
introduced in selected test markets 
last year, will be the first of a line 
of cosmetics to be promoted. 


57 


McCann Appoints McKibbin 


Frank McKibbin has been 
named an account executive in the 
Los Angeles office of McCann- 
Erickson, to work on packaged 
goods accounts. He was formerly 
a vice-president of Hal Stebbins 
Inc., Los Angeles agency. 


To Guild, Bascom & Bonfigli 


William McAdam, formerly with 
Tide Water Associated Oil Co., San 
| Francisco, has joined the produc- 
tion department of Guild, Bascom 
& Bonfigli, San Francisco. 


Pear Group Names Long 

Long Advertising Service, San 
Jose, Cal., has been appointed to 
direct the advertising of the Santa 
Clara Pear Assn. Magazines will be 
the principal medium. 
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THE BIGGEST COVERAGE OF RICHER BALTIMORE 


Baltimore has the money. In 1949 the city showed the largest 
increase in net, effective family buying income among the 
nation's 32 largest cities. And Baltimore is buying. Retail 
sales reached an all-time high in ‘49. To reach this richer 


families * 
paid, 227,091). 


*ABC City Zone based upon Bureau of Census 1947 surveys for Metropolitan Districts. Among the ten 
largest markets in the U. S., Baltimore's rate of growth is exceeded by only two West Coast Cities. 


Baltimore use the News-Post, the paper with Baltimore's 
greatest coverage (58%) reaching 198,299 City Zone 


at less cost, and at a single cost. (Total net 


First in Circulation . . . First in Coverage in the 6th Largest City 


A HEARST NEWSPAPER—Represented Nationally by Hearst Advertising Service 


Offices in principal cities: Philadelphia * Baltimore * Boston * Chicago * Detroit 
Los Angeles * New York © Pittsburgh * San Francisco * Seattle * Fort Lauderdale, Fla. 
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Six-Story Ad 
Workshop Built 
for FC&B Staff 


One of the few large structures in the world devoted solely to ad- 
vertising is the six-story, 110,000 square foot brown-brick Chicago 
headquarters of Foote, Cone & Belding. Completely remodeled, in- 
cluding air conditioning, at a cost of more than $800,000, the structure 
is designed to help 400 employes work more efficiently, and in 
considerable comfort. Functionalism is emphasized in the work of 
Harper Richards, industrial designer, considerably abetted by Fair- 
fax M. Cone, agency board chairman. 

To show how FC&B operates in its new workshop, AA in these 
pictures tells how the agency handles a job for a client, from the 
start to the time when the finished campaign is shown to the ad- 
vertiser. Armour & Co. is the example taken. 
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. Art and Production 


5. Copy, Merchandising, 
Office Management 
and Personnel 


4. Account Management 
and Management 
3. Accounting 


1. Media, Outdoor, Radio and TV % > 


2. Research and Marketing and Educational 


B. Lunchroom, Mail and Shipping, Purchas- 
ing, Supply Room and Photostating 


PRODUCTION CHIEFS—Going over the production work are (I. to r.) 

Edward L. Tollefson, production supervisor; George W. Heiland, pro- 

duction; Harris Sirinsky, Armour production superintendent, and 
Jack J. Ditton, production supervisor on Armour soap. 


RADIO ROOM—Frances Johnson of radio staff plays recording of 

Armour radio commercial for Gen Lemper, time buyer; Jo Anne Court- 

ney (holding records), and Harry F. Dieter, manager of the agency's 
radio department. Well-equipped room is on Ist floor. 
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ARRIVING—That’s Donald C. Hause, advertising manager of Armour, 


banat 


arriving at the Superior St. building. Doorman is in e, 

and the flag flies every day—one of the few that do in Chicago. The 

entrance is a half block east of Michigan Ave. and from these north- 

side windows FC&B executives can see the nearby Palmolive Bldg. where 
they formerly worked. 


5TH FLOOR CORRIDOR—Catherine Haynie, copy supervisor on Armour 
soap, checks a point of copy with Al Bremner, copy director. Beyond 
them is Gerry Fergis, copywriter on Armour soap. 


MERCHANDISERS—W. R. Eagan, director of merchandising, holds a 
meeting with his staffers—Dorothy Lou Johnson, Herbert Fried and 


Samuel C. Kendrick Jr.—to laok over the new merchandise they have — 


assembled for Armour’s new “Pantry Shelf Club” promotion. 


“+ 


yyy 


cae y Wy? or — . da yma: a 
aa és at See ets A Ere 
asats oe 2 ; ce ae ; a oe Ge: ; a a 
ae LX 4 ) 2) a a i a 
he / be / y ; Pon, ase i - ae . : 
as Ye i  gaerary. Piet as & db hae _ 
“en / Vf x eB Y iw ie - 
: pees r a pts ‘ : 4 
P : ot ¥ fe aa : 
Be: Vf NU is ge 4 1ST FLO 
ba V i \ ‘ ty - , large re 
if” . ' : ; 
pape rs) a , 
| a . | EE nck & ABOUND Be : eat | eae ; ; 
‘ i i Oa ; Fai -~: , 
ee os a, \ 4 ‘ 4 mi : Ay ia Siang fae 5 
Ae | - . _— Ls . ! ES ’ 'y i , OM en x 
Fa mM \ cs esis , . ’ ss <e % ro pao a Pee +i 
i aie a a — we we Ae ie eer as o: cae 
“ neal a ee oh OS Eee ang ieee — { i 
_ eS ae De ws fa eee cide bac pi. a : - me — 3 ae a nee " i, i : 
=, : _ > . 
— —— oR as ae | 
oe —= ~ ¢ ‘ ra 
4 ay, as TSS ; _ ee 
fed oe == al | CONFER 
he ha, Sie | the ager 
ie wily i , 
eee NN +. oe } Left to | 
sa Tien Eni 
i AE a | | Al 
aa <— OR | AY 
o \ Rs \ . s aa Me | i 
: So ae 4 = ek | ! 
aes . % be 2 é . . oad | - 
ia ie y gf by Ny) "4 ve % - msl , r i ‘ — = ; rr. 
oa ; > a!) Nua 004 4) a ~ : ie he 
a a \ AP a ees > es « ~ ‘ie ee 
ie: Wa tas af fe: WSS . / q es er 
—_ ari Nie | Nien ) ™ ‘ [ 
ee NSB {a ay a. oe 
y meg M1, (#2 ~~ m y ate. oe 
— ag Qa 19) y) » 2 a ath thy Ng mm Mei f <> a 4 
, . | ny fh , { ae % 4 v9 ? + bi rere: Py b 
r . 1) T ss 4 ' w ° ae 2 3 i = 
es Cah \ =~S q : 4) . J A 
| ee) “4 Y Ga a tho Age 4 7 
: BNE mya, 7 4 ae —— “” 
ene ites jh 2. _ ~~). ) Ata b 
te an OKAYIN 
big be I director, 
me 
ee he ® va =. “an | ‘ ‘ : s a rip | g Me rae fy vid ; 2 ‘ a3 J ~ 4 a . J _ é ; od 
mes 7% ee ‘7 ge | i Te Le ge & bo | V. j oe 
a ee ' . oF fa ~ : 2 ‘ hed Ras i ; 7 ‘ “4 Bes 4 i i : : 
o = Ae re ae : ~  pegeallag rt 4 a’ sone . - = 42 = a 
- aad — i pei 12 Be Pa: a ? ox % ‘ és Se ' >" “4 bad 
ae a De AY ae a a : >| ” on pee “* ae Pale 2 ? & 
. ~ * _ '* _~_ ee .. ae —— — ye SS : ; 
ipa a ce OY Ae a ef a8 oa - emo G . =e yl ‘ \ Ses ae ,~ 
.—l lr fF 7 wa. me a“ — am . _vens ' oe rr rt « ~~ . aw ‘ySal om 7 pe O74 
net — > Fw aa . & 7 ‘i ~ a ~ oe : : Pr é = . amar + - ei “. - ' wo . : j | 
‘ bas z Tees es : pe j ~ S “2 " P iy ~s . : onan pon . f: ay 
oo ss at Dep , caps ot . : fe > we 7 4 é lee - is see Sat ais te bi y 
a : . ‘ ‘Ss a ” - iF - mz Fi ae j é nals : Sy c ee = sae eee . gaan , rg 
| =a Eee laa ~~ S 
ee , ae Ee Pe 2 te a : 
S 9 ee | — J \ ie. LUNCE 
and ai 
? ‘ * ay oot fates yh epee ac be" oe ee : ses), ie ey pe ee <j ace be see rae eae tg ATS 


’ 1819 


‘mour, 
dance, 
». The 
north- 
where 


mour 


yond 


dvertising Age, September 18, 1950 


1ST FLOOR RECEPTION—A few steps up from the front door is this 
large reception room, where Hause is greeted by Roy C. Campbell, 
FC&B executive in charge of all Armour activity. 


CONFERENCE ROOM-—In this conference room next to Cone’s office, 
the agency’s executive board chews over the problems of the campaign. 
Left to right are Mr. Campbell, Robert J. Koretz, Mr. Cone, J. Hugh 


OKAYING LAYOUTS—John B. Breunig (left), Armour account art 

director, finds David L. Lockwood, head art director, in a cheery 

humor. There is an attractive large conference room for artists and 
clients opposite Lockwood's studio. 


e 
LUNCHROOM—When the gong sounds in FC&B’s building mid-morning 
and afternoon, that’s a signal that this attractive large cafeteria is 
open to serve coffee, rolls and the like. Basement cafeteria is operated 
by outside caterers. It handles the crowd in two shifts, and once in a 
while serves a hungry client. 


4TH FLOOR CORRIDOR—Along the way to Board Chairman Fairfax 
Cone’s office, the visitor gets a view of this typical wall construction, 
which gives a maximum of light and space. Estelle Scheiman and 


Bette Vohiman are shown. 


E. Davis, and Rolland W. Taylor. This is one of ten conference rooms 
scattered through the building, all located in well-lighted corners on 


the east side of the structure. No two are decorated alike. 


MEDIA EXPERTS—H. R. Van Gunten (right), in charge of media, talks 
with James W. Cameron (I.), a.e. on Armour dairy and poultry, and 
Charles A. Mittelstadt, a.e. on Armour farm relations. 


IN CONE’S OFFICE—Here Hause and Fairfax Cone go over ideas for 
a@ new program. The chairman's green-walled office is about the same 
size as those of the account executives, who are all on the 4th floor. 


RESEARCH—In tabulating room, Harold H. Webber, in charge of mar- 

keting, media and research (seated), checks facts with Richard W. 

Tully, director of marketing. Betty Miller operates tabulator, E. A. Nelson 
checks coded cards. 


OFF TO CLIENT’S—Waiting in 4th floor reception room to go to 
Armour with finished artwork are account execs Robert M. Trump (I.) 
and William H. Cline. Receptionist is Bee Richards. 


AUDITORIUM—When the campaign is all ready to go, Roy Campbell 
and other agency execs present the finished work to the Armour people 
in the auditorium which occupies the bulk of the first floor. This view 
is from the window of the projection room at rear. Auditorium can also 
be used by clients for meetings of their merchandising and sales forces, 


Equipped with an ample stage, projection booths, wall space for dis- 
plays, etc., the auditorium can be contracted or expanded by the use 
of accordion partitions, shown tucked into the pillars in the middle 
distance. In connection is a spacious foyer, separate from the main 
floor reception area, 
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‘St. Louis Star-Times’ 
Appoints Lemcoe Ad Manager 


Eugene J. Lemcoe has been ap- 
pointed advertising manager of 
Star-Times. He 
will have super- 
vision of all ad- 
vertising depart- 
ments. 5 

Mr. Lemcoe @ 
joined the Star- 
Times in 1934 as 
a local advertis- 
ing salesman, and 
since 1946 has 
been national ad- 
vertising mana- 
ger. The title of 
the St. Louis 
advertising manager has not been 
used at the Star-Times for several 
years. 


Phoenix Elects O'Toole V.P. 

John H. O’Toole Jr. has been 
elected vice-president in charge of 
merchandising of the Phoenix Ho- 
siery Co., Milwaukee, a newly cre- 
ated post. Prior to joining Phoenix 
in March of this year, Mr. O’Toole 
was president of Halliburton’s, 
Oklahoma City, division of Feder- 
ated Department Stores. 


E. J. Lemcoe 


Newspaper Finance 
Chiefs Fix Schedule 
for Annual Meeting 


New York, Sept. 13—Discus- 
sions on newspaper costs, account- 
ing problems arising out of radio 
and television affiliates, pension 
planning and other financial man- 
agement questions will feature 
the third annual meeting of the 
Institute of Newspaper Controllers 
& Finance Officers, Oct. 15-18, at 
Cleveland. 

Following the election of of- 
ficers and presentation of com- 
mittee reports, the first general 
session will be held Monday 
morning, Oct. 16. C. F. McCahill, 
general manager of the Cleve- 
land News and vice-president of 
the American Newspaper Pub- 
lishers Assn., will be the princi- 
pal speaker at the luncheon ses- 
sion. 

At the afternoon session, follow- 
ing a talk on newspaper costs by 
Willard C. Worcester, general 


manager of Central Newspaper | 
Inc., Indianapolis, separate panel 
sessions will be held for large and 
small newspapers. Charles M. 
Hupp, general office manager of 
the New York Herald Tribune, 
will preside at the former, and 
Francis I. Heinen, auditor of the 
Journal Standard, Freeport, IIl., 
at the latter. 


a Speakers at succeeding sessions 
include: Leon A, Link, production 
manager of the Cleveland Plain 
Dealer; R. P. Hunter, assistant sec- 
retary-treasurer of the Birming- 
ham News Co., Birmingham, Ala.; 
Arthur S. Hansen, consulting act- 
uary, Chicago; Louis B. Seltzer, 
editor, the Cleveland Press; Leon 
H. Keyserling, chairman of the 
Council of Economic Advisers. 

An entire session will be devoted 
to the economic outlook on radio 
and television. The session will 
be addressed by James D. Shouse, 
chairman of the Crosley Broad- 
casting Corp., Cincinnati, and 
others to be announced. 

G. S. Phillips, controller of the 
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Washington Post, is chairman of 
the program committee, and Frank 
T. Hodgdon Jr. of the Cleveland 
Plain Dealer is chairman of ar- 
rangements. 


Issues Transportation Guide 


A 32-page book entitled “Copy, 
Design and Production for Trans- 
portation Advertising” has been 
produced by the National Assn. 
of Transportation Advertising, 
New York. The work is intended 
“as an aid to advertisers and agen- 
cies in the preparation and pro- 
duction of more effective car cards, 
posters and traveling displays.” 
Advertisers and agencies may ob- 
tain copies without charge from 
NATA or its members. 


Four to Bozell & Jacobs 


The Minneapolis office of Boz- 
ell & Jacobs has been named to 
handle advertising for Fruen Mill- 
ing Co., Minneapolis feed and 
grain concern; Hotel Minnesotan, 
Minneapolis; Ward Co., Winona, 
Minn., manufacturer and distribu- 
tor of household items, and Cold 
Spring Brewing Co., Cold Spring, 
Minn., maker of Cold Spring beer. 


f LIFE International continues 
to record impressive lineage gains % 
over [949 because more and more 

important export advertisers * i 


are taking advantage of 
LIFE Internationals / 


92% business, government f 


ao 


all around the world. 


. and professional readershi p 


e+ 
~ > 


=-:* 


SK 44 out of the 75 currently running campaigns in LIFE International are new to the magazine this year. They are: 


Air France 


Allis-Chalmers Manufacturing Company 
American Foreign Insurance Association 
Brewing Corporation of America 


British Travel Association 
Carter Products, Inc. 

Cassell Publisher’s Service 
Caterpillar Tractor Company 


Champion Spark Plug Company 


Chrysler Airtemp 

Chrysler Cars 

Chrysler Industrial Engines 
Chrysler Marine Engines 
Chrysler MoPar 

Chrysler Oilite 


De Soto Cars 
De Soto Trucks 


Dodge Cars 
Dodge Trucks 


Eastman Kodak Company 
Eversharp International, Inc. 


Fargo Trucks 
Festival of Britain 


Firestone International Company 
Frankfort Distillers Corporation 
Fraser, Morris and Company 


W. & A. Gilbey, Ltd. 


Kelvinator Div.—Nash-Kelvinator Company 


Dictaphone Corporation 


Leonard Division—Nash-Kelvinator Company 
Mack International Motor Truck Corp. 
Monsanto Chemical Company 

Nash Motors—Nash-Kelvinator Company 
National Distillers Products Corp. 


Plymouth Cars 


Nuffield Organization 
Packard Motors Export Company 


Province of Manitoba 


Schenley International 

The Simoniz Company 
Standard Motor Co., Ltd. 

U. S. Rubber Export Company 


Universal Escapement 


Universal Watches 


Readership Scores 
May Mislead. Crisp 


Warns Torontoans 


Toronto, Sept. 13—“One of the 
greatest wastes in advertising ig 
the pursuit of high readership rat. 
ings. The questions of who reads 
your advertising, and what they 
get out of it, are far more import. 
ant than percentages.” 

Speaking to the Advertising ang 
Sales Club of Toronto yesterday, 
Richard D. Crisp, director of mar. 
ket research for Tatham-Laird 
Inc., Chicago agency, asserted algo 
that “there has been too much con. 
versation and much too little prog. 
ress in copy research. 

“Advertisers and agencies have 
been wasting time in hair-splitting 
refinements of ways of telling an 
advertising story without getting 
down to the fundamental question 
of whether a particular story was 
the right story or best story they 
could tell.” 


s His own agency’s penetration- 
comprehension-recall copy re. 
search has developed at least one 
instance, Mr. Crisp said, in which 
an advertisement attracted readers 
but repelled prospects, while a 
competitive advertisement singled 
out prospects and did a far more 
thorough selling job on them. 

He also took a swipe at the gen- 
erally accepted idea that some 
products are inherently “low in 
product interest.” Copy research 
has indicated, he said, that “low 
product interest often merely 
means that no product in a partic- 
ular class is telling the right story 
or telling it well.” 

Limited mobilization and the re- 
luctance to halt rising labor and 


_ material costs are combining to put 


increased pressure for results on 
sales and advertising personnel, 
he said, and the pressure is sure 
to increase. One indirect benefit of 
this pressure, he said, is that it 
helps develop much closer inte- 
gration of sales <nd advertising 
activities, especially in the plan- 
ning stage. 


Societe Candy Gets 
Push in Newspapers 


SEATTLE, Sept. 13—The fall 
newspaper advertising campaign 
for Societe candy has_ been 
launched by Imperial Candy Co., 
using eight ads of 460 lines each 
in 52 daily and weekly newspapers 
in Oregon, Washington, Idaho and 
Montana. The ads are divided 
evenly between promotion of the 
Societe line of boxed chocolates 
and Societe candies packaged in 
cellophane bags. Ads in the series 
carry the tag line, “Is today a gift 
day in your life?” 

The company’s new box design 
for chocolates carries a photo 
showing the customer the number 
and variety of pieces in each box. 
The photo bears the caption, “Look 
What’s Inside.” 

Pacific National Advertising 
Agency handles the account. 


Davis Succeeds Clark 
in Ad Council Post 


Chester C. Davis, president of 
the Federal Reserve Bank of St. 
Louis, has been named chairman of 
the public policy committee of the 
Advertising Council, New York. 
He succeeds Evans Clark, execu- 
tive director of the Twentieth Cen- 
tury Fund, who resigned to handle 
increased fund responsibilities. 

Mr. Davis, a committee member 
for four years, will head a 20-man 
group serving in an advisory capa- 
city to the board of directors. All 
programs not covered by an act of 
Congress must be approved by the 
committee before they can 
adopted by the council. 


Goff Agency Moves Offices 

Hammond Goff Co., Providence, 
R. I., agency, has moved its offices 
to 58 Weybosset St. The agency al- 
so incorporated. 
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tor Boating ....... i: cn : } ; ; 
4 | Rl Gas: 3S SR BR hs ss Sees 88 | Comics Magazines 
whi TR RB es 924 S405 71383 | tArchie Comics «-.-...... 55, 45, 782, 1, 2079 170 1n.6e7 8.870 
Se WHEE ns canndsccees 21.7 17.0 2055 1394 14,806 11,451 ; 8 Fawcett Comics Greup 0 5.0 51.4 59. 11 1,890 , : 
paders lar Fiction Group 115 106 )«=0s0—s«i100.2 2,572 2,379 25,525 22,427 | ‘Harvey Comics Group |... 8.0 5.5 35.6 30.0 3,024 2;079 13,456 11,340 
ae Popular Fiction Group... 1357 1339 «12218 13104 30,387 29,988 273,672 298,523 Ley Gleason Publications —— 78 93.1 67.2 3,761 2,916 : 25,848 
$oeenees "170. 29, ’ . arvel Comics Group: 
A all tihe laa eS oe «Miers “Zor « in'29 8,905 80,3 89,070 | ~ (Total 3 Units) ...... 33.0 95 2857 2030 12,474 3,591 108145 76,688 
a 10,441 10,324 86,932 94,387 SETI: cv cdan cess 11.0 9.5 95.0 71.2 4,158 3,591 ‘ 26,892 
more oe AR 3,174 2,946 25,423 33,440 *Blue Unit ...... Me 11.0 — 96.1 65.8 4,1 — 36,351 24,852 
7 Smee Sassusecesstecs 5.268 5,961 3840 48,853 | Yellow Unit... |||. no — 946 66.0 4,158 — ‘ 24,950 
DOME Samet... ....ccccccccce 36,683 24,352 293,651 243,948 | National Cemics Group: 
= Th ~~ * Fiction Group yop 2,366 2,616 24,079 27,415 (Total 2 Units) ...... 7.5 12.5 105.5 134.0 2,835 4,725 39,884 50,552 
some | ;hillis 61.775 66,094 359,681 352,801 tie eosce sa 35 7.5 57.5 735 1,323 2,835 21,639 27,783 
w in are conteenes 13,988 11,902 117,741 111,769 *Blue Unit ........... 4.0 5.0 48.3 60.4 1512 1,890 18,237 22/869 
a 5.457 2,932 15,543 11,346 | Standard ma Group... 2.0 3.0 25 295 (756 1134 10,773 12151 
OES Venting .....:.....:.05- 37,750 39,631 «456,346 =_457,729 | Total Group: .......... 69.0 478 628.0 545.0 26,063 18,036 237,769 206,666 
“low Total Group 979,001 966,004 81 76, all 7,846,821 | *Not included ‘in totals. ‘September-October issues combined. $Yellow and Blue Units not published in September 1949. 
magaz 1950; three 1949. “cLarger page size 1950. ¢Prior to September 1950, 
— n-4 comes ° ia, Or and pig! Detective, sold only in combination. pe — _ — be advertising. i pom — i dae ion om ae gy alee 
steal August-September issues combined. ‘August-September issues combined 1950; 1949 July-Aug 1950 1949 1950 1949 1950 1949 1950 1949 
Women Weeklies, Bi-Weeklies, Semi-Monthlies—August 
he re- Char aoa e oceans 150 10 «GR OS 8H ET ES EN tly ....... 49.2 557 4747 ae 49,217 55,677 «474,715 522,598 
rand | PYiodern Romances... $12 34.4 310.4 330.4 13,380 14,768 133,150 141,735 | Basinans Week... .---. ~~ = “S “a =e co. CELlClCU 
to put Modern Sereen «0... = 3H SOT «0 oiasate «0s isk 701 | Gerittion Rowe.) 7) kasi keelClhCU CU ee 
ts cay. Seen, Stern. 23 077) OLDSs«2466=««18105 «LBD «1291135 «105,506 Collier's eeeeeees toes 1189 108-4 1,018.0 1,090.7 $0,820 73.687 699,934 74.605 
m eoce . y P i iin = (“ss Ieee \ L \ . , 5 ’ , 
onnel, _ All Eaition, partes 58.0 43.1 429.3 «= 377.7 24,871 = 18,503 184,168 = 162,037 | Cue 72 Ol 6739 20.2 30,137 Sais ins “seis 
su awcett Women’s Group: it 4. 4 4 5,286  _ 199,786 70,390 
Pn Motion Picture ........ 313 332 «= 280.2 2997 «= 13,416 = 14,228 120,149 128,55) | Brie ose 258d «25782 2aero lates ume leis 1,534'002 
fit of Movie Story .......... 309 325 ©2735 2951 13,260 © 13.959 117.372 126,639 | ile ues «USS 222 «(22860 ease 16247s Lelzee 1,538 002 
rat it] True Confessions ....... a a "Newsweek 163.0 176.9 11,6244 16139 68,478 74,290 682,315 677,813 
inte- eee eee ee ee ‘| . 70/179 69.966 536.760 524,163 ew Yor imes 
; Good Housekeeping”... 163.6 1631 1,248.9 1,221.9 , . Magazine ............. 119.4 1285 1,146.8 1,109.2 101,502 109,231 968,611 942,864 
aves... ma aS Se SN | oe lee occ 1662 1303 19605 17550 71301 55,890 $41,081 752.906 
plane | iets. 387 47 Yok ames gan nog ear gag | Ran a og! SS 2s ae Be Be ites 
Real | Romances a5 iso oe? «=O «Bi9nd «ATE «= 72002 «77.699 | Saturday Evening Post... 272.9 239.9 2,739.0 2,688.3 185/557 163103 1,862,515 1,828,042 
fsereen Guide. ae ae ae a a ie CM Mar yen a 27.0 96.3 © 392.3 «397.2 «S81 = 41,297 168,305 170,392 
ts Household ony ‘ LOS hae S15 40.0 «413.8 «= 366.1 22,082 «17,155 177,506 157,017 | Sporting News .......... pos 367 257k BAA 32.580 ‘dims iisoer te 
b 
rs Totionte Romances... 239 32.0 89S 62 10.284 13.732 1336 zag | Time 1921 220.3 2,134.7 2,196.0 80,693 92,517 896, 
Movie Stars Parade ..... a ee a a 74.0 66.9 730.2 7145 31,080 28,093 306,676 300,074 
fall | taties Home Journal”... 1340 133.4 1,034.7 = 1,0887 91.084 © 90,726 703,552 «713.124 | Total Grow .......... 20794 20347 20,6303 630.3 _19,888.3 1.227,950 1.188.787 12,003,800 11,577,063 
paign Mademoiselle ...........- 125.0 124.0 919.9 1,142.0 53,625 53,339 394,706 492,865 Smaller page size 1950. *Four issues 1950; five issues 194: ree issues years. igures inclu a sary 
re OD -  peeeeeneeneees 78.4 80.3 605.8 653.8 53,289 «= 54.613 © 411,860 444.596 | edition 
“ Parents’ (Nat'l) ......... 985 83.0 586.6 566.7 42,259 «35,596 251,618 243,038 
Co, Parents’ (N. Y. Metro Ed.). 108.7 93.1 755.6 640.5 46,626 39,918 281,218 ee Canadian National Weekend Newspapers (Rotogravure Linage) 
each | {*Parents’ (Pacific Coast) . 1023 852 S754 85.2 43,866 36,567 286, 72'335 | La Patrie 28.7 261 3083 2716 28,747 26,143 308,330 —«-271,675 
Screenland Unit .......... 257 206 197.2 1686 11,010 8,856 84,497 | 2 fee . Re ee a a 678 
ao | ee wieS gk? ESOS ogk'oye «08829 GaSae? © gaziz72 | Standard ; 3 300 3539 319.4 35,347 3944 319,453 
) and Today’s Woman . 73.9 42.4 445.9 2781 31,683 18,190 191,237 ye error 56.8 — 43.0 518.0 4035 53,918 40,837 492,356 383,352 
rided Tree Stery Wome Total Group .......... 158.2 1265 15215 12756 155,452 124,401 1,495,941 1,255,582 
4.4 ~~ -7 sas Sens) See?) 17'574uagos = Aseizss © 157/289 jae salad 
ito be ’ , ’ , LL [Ena Lines 
lates “ic” j : 0 124 10,779 106,329 +~—-:107,679 Sept. Sept.  Jan.-Sept. Jan.-Sept. Sept. Sept.  Jan.-Sept. Jan.-Sept. 
d in Rado Teen Mir ae) be 28a 2600 12,361 10,108 = 109,286 = 111,674 1950 1949 1950 1949 1950 1949 195¢ 1949 
, True Romances ........ 31.2 24.1 274.5 284.3 ‘ ' : ’ é 
eres » I yt bap Shae os on 4 ont anf aay 21,037 wan beige} ie Canadian and Foreign 
ogue eee le ’ 5 ’ , ’ O . 
Baw Western Family: ion. sss 20143 1ase7—sase7se1sasra | Camfien Home Jownal .... 49.4 S49 3887 STO S3316 97,980 226877 (282,270 
we: THOM 2. eee }e , , , oO 
>sign *Northwest Edition ..... 403 27.8 31.7 = 2514 17,286 = 1,91 133,766 107,933 | Gardens .............. G15 601 406.2 407.3 41.348 = 40,407 273101 274,286 
hoto | Woman's Day (Nat). = «B76 ASA ASLO ©4093 «28982 «—«19,891 «197,785 ~—«75)S43. | “MTLife International... = 274 «=o Dka SSS Aen 137,615 7, 
nber *All Editions .......... 612 488 505.7 4339 26,240 20,947 216,967 186,103 | Maclean's (2 issues) ...... 635 758 458.0 536.3 43.147 51.533 . 364,730 
bos Woman’s Home Companion . 89.3 77.4 676.0 645.5 60,725 52,653 459,621 438,955 shatter! Ae Ce af P74 ro pita rey Fy go a. 
; Total Group ........... 2,544.3 2,388.7 17,897.2 18,4214 1,293,474 1,224,966 8,911,667 9,264,898 | jew Linerty ' $035 is? 20558 lens 13°013 008 «104441 69°78 
Look *Not included in totals. {Smaller page size 1950. {First issue published September 1949. whewue Wodeine —-— = ——— = 2a'268 2224 
eader’s Digest: 
French Edition ....... 815 365 5215 3330 14,833 6,643 94,913 60,606 
ising | Outdoor English Edition ....... 730 455 5000 3510 13, 8,281 64,974 
American Rifleman ....... 54.9 631 4305 455.4 23,536 27,085 184,621 195,382 | Revue Populaire, La... 36.1 319 243.4 264.6 25,294 ‘328 = 170,281 «= -:185,227 
Field & Stream .......... 56.1 59.7 573.7 604.1 24,086 25,631 246,178 259,074 ad ea aan 17.2 19.8 228.9 269.9 12,024 13,864 160,194 188,939 
Fur-Fish-Game .....-.--- 198 203 1821 1884 8,510 8,687 78,022 80,808 | >*;Time-Atlantic ........ 40.2 462 3054 329.0 16870 19,390 128.240 138.180 
Hunting & Fishing ....... 241 191 2096 2155 10,346 8,185 89,903 92,507 | *+Time-Canadian ......... 913 65.0 8147 668.2 38,360 27,300 342,160 280,630 
Outdoor Life ........... 55.5 491 5098 5124 23,822 21,061 218,610 219,795 | *+Time-Latin American... 665 76.7 532.2 5782 27.930 32200 223,790 242810 
{Outdoorsman ............ 228 4148 1990 1826 9,789 6,368 85,435 78,315 | *}Time-Pacific .......... 29.8 293 2333 1906 12,530 12/320 98,000 80,080 
t of Sports Afield ............ S21 _ 49.6 _ 530.3 548.1 22,335 21,218 227,469 — 235,069 Total Group ......... 466.0 413.2 3,215.2 3,032.5 220,083 235,616 1,606,218 1,684,788 
St.  » sooo 285.3 275.7 2,635.0 2,706.5 122,424 118,235 1,130,238 1,160,970 | *Not included in totals. theme Ganga. Smaller page size 1950. “Two issues 1950; three issues 1949. >All Time issues had 
in of Merged with Outdoors. Comparative figures 1949 are those of Outdoors. four issues 1950; five issues 194: 
the 
Sc S Advertising P d Linage in Farm Publicati 
ecu eptember Advertising Pages and Linage in Farm Publications 
ndle 
ba Current Month Com- 
a pone Diewlay Ex. mercial Display Ex- 
rber cluding Poultry, | . Satelite u x} ey 
ising, in Pages—, ——— ising, in Lines————, Classified and Live- | -—Total Advertising, in Pages. ————Tota rtising, in Lines————.. Classi a ive- 
on ig ae a 9 ne te Fe eee — yy Sept, Sept, dan. Sent. Jan-Sent.| Sept, Sept. Jan.-Sept.  Jan.-Sept. stock, In Lines 
‘All 1950 1949 1950 1949 1950 949 1950 1949 -1950s«1949 1950 1949 1949 1950 =: 1949 1950 1950 1949 
. . Ky.-Tenn.-W. Va. 
‘the Farm Magazines Edition sic ation 722 O27 BES $42 SBASE 46aol 4e7.568 430.584 S0.An 44.530 
be Capper's Farmer ...... S13 435 463.5 443.0 34,909 29,584 315,191 301,276 34,168 28,791 lon tee BS ey 9386 636.0 55,967 47.864 502,320 463,080 54.195 45,773 
Country Gentleman .... 103.3 100.4 861.8 901.1 70,210 68,260 593,423 612,747 69,008 67,290 *Aver. 5 Editions.... 78.6 64.1 709.7 615.0 53,462 46,672 482.682 447.656 51.684 44.728 
te aye %.2 728 855.7 814.3 41,260 31,222 0 9,253 40,314 30.255 | successful — cakes = 85.6 864.7 818.1 49,018 38,499 389,116 367,598 48,335 37,684 
arm & Ranch w Total Group ....... 752.8 622.8 6,598.7 6,051.1 462,706 400,932 4,078,214 3,869,183 441,246 357, 
j ee ee: 79 28.773 24,864 * Not included in totals. ' Separate publications 1949. 2 Smaller page size 1950. 
nce, Western Edition .... 514 —— 4232 —— 34.963 ——~ 299,405 — 33,732 — | Monthlies 
‘I: CrelieeVar Eifion... 79.7 641 707.0 615.3 54,208 46,664 480,833 448,003 52,463 44,804. | Digest a78 aa 7,413 6,160 
/ ‘olina- tis \ I r ’ Y . ’ 3a ener y — — , — —_ 
Ga-Ala-Fla. Edition. 79.6 643 7241 6224 54107 46776 492381 453.042 $3,356 44.887 | American Fruit Grower. 169 181 2782 267.0 7,257 7,747 118,627 113,978 
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Current Month Com- 
mercial Display Ex- | 


Advertising Age, September 18, 49% 


MAGAZINES MONTHLIES SEMI-MONTHLIES 


cluding Poultry, 1950 1950 
-—Total Advertising, in Pages—.——Total Advertising, in Lines ————. Classified and Live- | 1950 
-' ' | 
oa feat. Jan.- aot. — pm. Sept. es * _— om to stock, In ne 7 | 46. 2, 706 SE 437 0 28 AUG. pr") 654,003 
American Poultry Jour 32/,620 AUG. 325,747 |W ] 520, 972 
Central Esition 77 263 300 2789 lisse i131 izsise Tisieel nes loaad | 
entra ition ..... A . s . , ’ f F y | 
Western Edition .... 25.5 245 2633 2412 10,959 10499 112, 103,789 9,983 9,723 194 i 
*In all 3 Editions... 23.7 223 2463 2218 10,146 9,567 6 95,186 9,191 8,840 | SEPT. 394,296 AUG. $93,529 
Scie wien: M4 ohh Ha ong SHR ha Ge WO Sa CANADIAN 
ter Farming : . ; , , , . ' KLIE AILIE 
Setter Fruit ......... 91 75 1580 147.7 3835 3167 66,251 61,812 3835 3,167 BI- WEEKLIES WEEKLIES D . 
California Citropragh.. 277 303 2401 2992 mess 20-468 161992 160,657 18434 | 20.258 “p oe 
alifornia Citrogr da 4 { . y y . A . \ 
Cattleman, The... 146-2 143.4 829.6 845.0 61,386 60.225 348.420 355,031 20.202 22,603 AUGE 1/08,$07 AUGE] 58.566 AUG) 224./9/ AUG, 309,360 
Electricity on the Farm . ‘ . . 5 , ’ ’ 
Farmer-Stockman 34.3 25.8 310.2 273.5 26,055 19,614 235,761 207,607 24,075 17,330 vy O/2 P| 572, 76/ \JuY 255,444 
Florida Cattleman . 3 5e9 5730 «S378 e772 isaes iseeso iatisos izieia ‘e'7e9 | (YUN W9.3¢0 — \SUNE] 44, Ju) 572, 26/ . 
1 ie i a i ee eee hess a 8 084 
4 ranger .. § . > A . . ¢ ’ ’ 
Kentucky Farmer... 176 182.2 169.6 14245 13,790 142706 132,961 121479 11.311 rod 99.260 48,777 Ave 173.045 huel —] 209, 
Michigan Farm Mews . 22 17 180 194 4858 4088 41,393 46,456 4,798 4,028 
ational Live 
Producer .......... 156 89 829 68.0 11,383 6,469 60,283 49,502 10,303 6,123 coat Sep ag 
seNation’s Agricutwe . 79 37 55.7 545 31540 (1674 «25,072 24.496 © 55401674 “elading Poultry 
ew Jersey Farm a P aot . \ 
SE as cpa dew te 34.7 31.0 3615 368.4 15,631 13,952 772 262 12,160 10,167 -—Total Advertising, in Pages——,———-Total Advertising, in Lines——-— Classified and Live: 
Ohio Farm Bureau News. 10.4 11.0 1011 1013 4666 4955 45.457 45,601 4,366 4,825 -— | ee ae fe oS ee ee Oe 
Pacife Poultryman .... 35.8 28.2 326.9 277.0 15,372 12,100 140,312 118,880 10,992 8,161 19491 949 1950 
ry Tribune: Prairie Farmer ....... 64.4 589 S185 525.0 46,853 42,853 377,376 382,211 41,159 37,001 
Eastern Edition ..... 40.5 346 428.8 397.2 17,382 14,859 ; 170,477. 15,717 13,361 - 

Cental gion © He HS Seo aa 16273 ees is7272 17308 18180 12387 Rural New-Yorker --.-. 214 22.0 306.6 2642 16,747 17,256 240,215 206,276 13,151 12,905 
stern Edition .... b . . . , . . ° . : bs ’ Y 452,014 437, 55,710 49, 
*In all 3 Editions... 31.3 26.0 2964 570.4 13,437 11161 127,170 117,566 12,552 10,322 a — i ae er 7. oe ae a8 re 6S ie 
Southern Farmer ..... 81 72 743 (73.3 8,000 (82,012 81,018 7,626 6,794 | Western Farm Life 26.5 20.9 259.2 275.2 20,816 16,395 203,253 215,709 19,205 14,921 
Southern Planter ..... 29.5 22.8 249.5 228.4 645 15,988 174,583 159,900 19,784 15,260 e*Herdsmen Edition. 16.5 21.6 214.3 213.7 12,962 16.954 168,021 167,555 1890 1.70% 
Turkey World ........ 4.6 512 423.8 4114 19,975 21,952 1,809 176,430 10,615 11,281 | Wisconsin Agriculturist.. 44.1 45.4 402.1 419.8 34,534 35,602 315,152 329,108 Ry} 34.704 
Terie tiedciceesi Gay Gy Gene Secs Saket Sees tee es eS | ret oe ...... 853.1 7721 7,658.8 7,721.5 654,003 593,529 5,907,175 5,919,948 584,118 522,555 
2*Wyoming Stockman- . f ; 7 ; . , . * Not included in totals. * Larger page size 1950. » 1949 figures include regular and special edition. © This edition also 

aoa Cand Onno <n? 8 ru — == 18676 14,994 — — 15,676 14,994 | ‘carries all linage carried in Western Farm Life. “1950 issue includes special Livestock issue. 
Total Group ........ 861.8 813.6 8,035.4 7,672.6 437,028 394,246 3,918,763 3,720,040 330,670 287,479 | Bj. Weeklies—August 
+ Hot included in ita." "Aug-Seot. sues eombined.” August lina Arizona Farmer ....... 44.5 490.6 469.2 38,709 33,667 370,939 354,939 37,176 31,756 
N Monthly F Secti CAorthern Bait 40.7 40.6 411.7 417.0 30,711 30,677 321,110 317,126 +9 28,858 28,355 
ews Tr arm 10ns orthern Edition ... Y p 5 A . . 5 
tm fam 6 ome ae meters 3 fs et te Re eae ee ae ae 
; jairyman’s ague ews . 5 5 * 5 5 ’ __ 2989 
atten: as hh HE RS RR RS (RCH RE TE | tes cress... 144.0 131.7 1419.6 1,353.7 108,507 99,260 1,070,152 1,023,266 102,200 ~91,459 
Star Telegram Ranch & ° 
Farm Wews ........ 16.4 183 150.9 1746 17,486 19,516 161,602 186,010 16,296 18,122 | Weeklies—August 
Total Group ........ W293 S53 “Sh SS GM BS GM GD SM | Sea Se Os 8 et A GE A 
ve issues years. 
Current Month Com- eg: 
mercial Display Ex. | Dailies—August 
cluding Poultry, ag Daily Drovers 
-——Total Advertising, in Pages—.————Total Advertising, in Lines————, Classified and Live- BPA SF 25.9 17.9 260.9 2082 55,118 37,994 555,272 443,057 39,200 25,158 
A = dan.-Aug. Jan.-Aug. Aug. Aug. Jan.-Aug. Jan.-Aug. stock, In Lines Kansas City Daily Drovers 
1950 1949 1950 1949 1950 1949 1950 =: 1949 Telegram ...... —_ 25.1 309.1 251.3 64,863 53,444 657,559 536,074 45,379 35,774 
i- — Omaha Daily Journa’ 
Semi Monthly August Stockman .......... 28.1 22.4 2941 243.5 59,797 47,732 625,967 518,018 49,029 38,066 
American Agriculturist.. 24.3 19.6 224.6 219.6 17,710 14,283 163,521 159,870 15,564 12,843 | St. Louis Daily Live 
*California Grange News. 124 127 —— —— 135462 13,827 — — 238 287 | ‘Stock Reporter ..... 20.9 159 208.8 161.7 44,413 33,875 444,283 344,159 34,291 25,765 
a, the ont genie” “deed eines Stee Sinus ces em uns | Ml Gee ......: “105.4 “81.3 1072.9 ~ 864.7 224,191 173,045 2,283,081 1,841,308 167,899 124,763 
s*Cooperative Digest (2 cease 783 gh 78? —— 276 1767 | Canadian 
armer, The... S72 SLB SORT «42S aN'BAG ADGan | Soa'eta | RORSSS «77,061 20281 | Secanadian Countryman. 24.4 25.3 285.8 312.5 17,125 17,701 200,182 218,720 12,554 13,905 
Hoard’s Dairyman ..... 35.1 30.9 .3 311.9 25,552 22,466 239,810 227,134 20,525 16,186 | Country Guide, The..... 48.6 37.5 373.2 353.3 35,008 27,033 271,542 254,400 35,008 27,033 
Idaho Farmer «---..- 372 295 3435 359.9 28141 22,286 259,828 272,182 26,324 20, “a * 
Kamas Farmer ...-... 354 27.6 3106 3092 26935 21,012 236.095 238/060 2a'866 17.890 | Eastern Edition... TL7 646 708.4 680.8 71,722 64,646 708,542 680,858 50,635 44,27 
Michigan Farmer 35.3 36.4 365.0 358.2 7,1 27,977 281 275,276 23,764 25,038 Western Edition .... 6 55.0 603.0 592.6 59,593 998 603,052 592,626 45,363 41,287 
bMissouri Farmer. — he ee le lee Oe Oe le lee | oa ee eee a ee ee ee! ee 
rn ; . : armer Vv 
Siemon tome’. Ge eee ee is Se TS UE Dee Ee | iene Gaels 26.5 27.3 3039 3312 18,540 19,128 212,765 231,821 14,238 «14,774 
ay ey a - oe 44 o03.2 539.1 061 44,423 402,876 407,490 3,836 ‘477 Free ay a ... 39.1 33.4 290.5 263.6 27,370 23,370 203,259 184,525 25,795 20,652 
d. } \! 5 f . f , a ress Prair 
ae four. @h Mh Sore Sed Saees Sees fives fetes Key kek | few... 85.7 97.9 787.7 926.7 94,258 108,682 879,825 1,033,035 49,524 54,421 
Oregon Farmer ....... 34.4 30.4 329.4 356.4 25.995 221972 249,061 269,388 24.178 21,080 vewWestern’ Producer. 45.0 41.1 pe 452.8 48,122 43,929 435,860 484,644 24.270 19,874 
Oregon Grange Bulletin.. 14.8 122 123.1 110.7 15,134 13,748 132,748 118.244 15.134 13.748 | Total Group ........ 312.9 3112 2 3,296.6 309,360 309,084 3,397,732 3,241,704 196,584 188,535 
Pennsylvania Farmer .. 25.8 27.6 340.5 326.5 19,810 21,232 261,569 250,790 17,416 18,368 | **August linage. Cumulative totals January, "August. "Five issues both years. >Five issues 1950; four issues 1949. 
Hampden to ‘Saturday Review’; has been named to the newly} ; ; Gillette Names Osborne; equipment and materials manu 
= created position of assistant gen- Ronzoni Macar onl N C Ss. . | facturers. This new service cover 
Paul Hampden has joined the| 0.3) sales manager. Adds New Catalog Service Pop ne te fF 
advertising sales staff of the Sat-| & Using Four Media Gillette Publishing Co., Chicago, | ’ 
urday Review of Literature. He) has named John A. Osborne as Pa- 


WOWO to Join NBC Network 
WOwWO, Ft. Wayne, Ind., will 
mg eed a radio —s of ive Oct. 
|al Broadcasting Co., effective Oct 
Toni Appoints Hensley 15. The 10,000-watt station cur- 
Stuart K. Hensley, central re-| rently is affiliated with American | 
gional sales manager of Toni Co.,' Broadcasting Co. 


was with the Atlantic Monthly for 
the past 12 years. 


America’s finest 


photoengraving plant 
Collins, Miller & 


H. utchings INC. 


207 North Michigan, Chicago 
FRanklin 2-5854 


NEw York, Sept. 13—Ronzoni 
Macaroni Co. will start an inten- 
sive campaign within the next few 
| weeks utilizing newspapers, maga- 
zines, radio and TV. Emil Mogul 
Co. handles the account. 

Five New York area dailies will 
carry 260-line food page ads reg- 
ularly. They are the Daily News, 
Post, World Telegram & Sun, 
Journal-American and Newsday. 
In addition, the New York Times 
Magazine and This Week Maga- 
zine will run Ronzoni copy. 

Family Circle, Parents’ Maga- 
zine, Woman’s Day and three other 
consumer magazines, still unan- 
nounced, will run two-thirds of a 
page ads on a regular basis. 

The food company takes over 
sponsorship of two TV _ shows, 
“Leave it to Poppa,” WPIX, New 
York, and “Junior Frolics,” WATV, 
Newark. Ronzoni holds a year con- 
tract with options on these shows. 


Two Buy Interest in Agency 


Albert M. Di Lauro and Frank 
J. Drowbroski have jointly pur- 
chased a half interest in Curry- 
Risley, Advertising, New York, 
from Clyde A. Risley. Mr. Risley, 
who founded the agency with 
Monte J. Curry four years ago, has 
disposed of his interests in the 
agency to join the public relations 
staff of the McClatchy Newspaper 
Group in Sacramento, Cal. The 
agency’s name will not be changed, 
Mr. Curry said. 


Y&R Promotes David Levy 


David Levy, radio supervisor of 
Young & Rubicam, New York, has 
been named vice-president in 
charge of talent and new program- 


oe eo 2.0.8 89.7 a oer 6.8 8. eS oe 8: 


ming for the agency’s radio-TV de- 
aa He has been with Y&R 
ears 


| Columbia Shifts Faust 


Dudley Faust, assistant western 


cific Coast representative. He will 
make his headquarters in Pasa-| 


dena, Cal. | network sales manager for Colum- 
Gillette also has announced a|bia Broadcasting System since 
new service, ‘“Gillette’s Heavy! 1945, has been named an account 


executive in the network’s sales 
department in New York. 


Construction Prefiled Catalog Ser- | 
vice,” for the heavy construction 


TO SELL Yozer PRODUCT. 


Cen 


B Xour COLORS! 


@ Is choice of color an important factor in your 
selling? Then - - - do as the paint manufacturers do. 
SELL WITH COLOR CHIP ‘FOLDERS! 


W. J. White & Co. pioneered color chip processes 
60 years ago. Today W. J. White & Co is helping 
many prominent manufacturers to SHOW THEIR 
COLORS. 


If choice of color is a part of your sales appeal— 
send us your rough dummy and get our quotations. 


W. J. WHITE & CO. 


467 AMSTERDAM, DETROIT 2, MICHIGAN 
Established 1890 
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All tigures copyright by A. C. Nielsen Co. 
turrent Previous Homes Current 
Rank Rank Programs (000) Rating 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (2,239) (5.5) 

1 7 Mr. Keen (CBS, Whitehall Pharmacal) .......... 4,111 10.1 

2 3 Crime Photographer (CBS, Philip Morris) ....... 3,989 9.8 

3 8 Mr. District Attorney (NBC, Bristol.-Myers) .... 3,867 9.5 

4 2 Big Story (NBC, Pall Malls) ................ 3,663 9.0 

5 * Gene Autry (CBS, Wrigley) .................. 3,500 8.6 

6 5 Mystery Theater (CBS, Sterling Drug) .......... 3,460 8.5 

7 ll Mr. Chameleon (CBS, Sterling) ................ 3,175 7.8 

& * Richard Diamond (NBC, Rexall) .............. 2,930 7.2 

4 6 Life in Your Hands (NBC, Brown & Williamson) .. 2,930 7.2 
10 20 Horace Heidt Show (CBS, Philip Morris) ...... 2 7.0 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (1,221) (3.0) 
1 2 One Man's Family (NBC, Miles Labs.) .......... 2,116 5.2 

2 1 Lone Ranger (ABC, General Mills) ............ 2,116 5.2 

3 3 News of the World (NBC, Miles Labs.) ......... 1,994 4.9 
IWEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,750) (4.3) 
1 4 ie Rees Gs BD ko as onc nbati'ead ds 3,460 8.5 

2 2 Romance of Helen Trent (CBS, Whitehall) ...... 3,419 8.4 

3 3 Our Gal, Sunday (CBS, Whitehall) ............ 3,175 7.8 

4 4 Sy EN MED (Sieh 68 cds escvccricdece 2,971 7.3 

5 15 Guiding Light (CBS, P&G) ...........0eeeeee 2,890 pA 

6 ll Right to Happiness (NBC, P&G) ............-. 2,890 7.1 

7 6 Pepper Young’s Family (NBC, P&G) ........... 2,890 7.1 

8 1 Arthur Godfrey (CBS, Ligg. & Myers) .......... 2,849 7.0 

9 7 Aunt Jenny (CBS, Lever Bros.) .......... «ss 2,808 6.9 
10 5 Wendy Warren (CBS, General Foods) .......... 2,727 6.7 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (977) (2.4) 
1 1 True Detective Mysteries (MBS, Williamson) .... 2,320 5.7 

2 2 Shadow (MBS, DL&W Coal-Grove Labs.)........ 1,913 4.7. 

3 3 Martin Kane, Private Eye (MBS, U. S. Tobacco) .. 1,628 4.0 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (1,913) (4.7) 
1 1 Armstrong Theater (CBS) ............00eeeeee 3,541 8.7 

2 3 Stars Over Hollywood (CBS, Armour) .......... 3,460 8.5 

3 2 Grand Central Station (CBS, Pillsbury) ........ 3,337 8.2 


Casting Consultants 

To Service Radio, Video 
Eleanor Kilgallen and Monique 
James, casting director and assist- 
ant casting director, respectively, 
of Columbia Broadcasting System, 
have resigned to set up their own 
company, Casting Consultants, 
with offices at 595 Madison Ave., 
New York. They will furnish tal- 
ent for radio, TV and movies. 
Casting Consultants will special-| 
ize in finding for agency or pack- 
age producers the sort of talent 
they need on a 24-hour-per-day 
basis. It will not be concerned 


with obtaining work for a list of 
clients it represents. Except when 
contracted for at a retainer fee, this 
service will be available to pro- 
ducers and_ directors without 
charge. 


Names William Rennebohm 


William E. Rennebohm has re- 
signed as assistant manager of the 
Yakima (Wash.) Chamber of 
Commerce to take charge of mer- 
chandising, customer relations and 
personnel for the Rennebohm drug 
chain, with headquarters in Madi- 
son, Wis. 


8 Feature Articles 
20 Feature Articles 
5 Feature Articles 
8 Feature Articles 


9 Feature Articles 


ETIGEN 


The National Soft Drink Magazine © 
jive and Editorial Offices — 316 Peachtree Street, N.E., 
New York City Officer — 55 W. 42nd St, Phone Longacre 5. 


the Hmeucan Color 
HAS THE HIGHEST ABC CIRCULATION 


Highest Total Net Paid; Total Beverage Bottling Plants, 
Highest Grand Total. 


57 Outstanding Feature Articles of permanent value appeared 
during the past twelve months, covering all of the vital 
phases of the beverage bottling industry. 


on PRODUCT-CONSUMER ADVERTISING 
on MERCHANDISING 

on PLANT IMPROVEMENT 

on ROUTEMEN SALES AIDS 

7 Feature Articles on TECHNICAL SUBJECTS 

on VENDORS 


: ae 
4 


3.1 


ational Nielsen-Ratings of Top Radio Shows, 
Week of August 6-12, 1950 


It’s Leadership Through Readership That Makes The AMERICAN 
BOTTLER Your Number | Buy in the Beverage Bottling industry | 


To put your finger on the heart 


WGY'’S total weekly audience is over 22 times 
greater than that of the next best station in 
Daytime and at Night. 


aily audience is 3 times greater than that 

WGY’s daily audience is 3 ti than th 
of the next best station—191% greater in 
Daytime, 211% greater at Night. 


WGY 


has 36% more audience in Daytime and 45% 
more at Night than a combination of the ten 
top-rated stations in its area. (WGY weekly 
audience: 428,160 Daytime; 451,230 Night.) 
(10-station weekly audience: 313,080 Day- 
time; 310,970 Night.) 


has the largest audience in every single county 
in the area at Night and in all but one county 
in Daytime. 


WGY 


WGY has in its primary area, Day and Night, 23 
counties to Sta. B’s 5 counties, Sta. C’s 3 


counties, Sta. D’s 3 counties. 


WGY 


has almost twice as many counties in its primary 
area as any other station in the area has in its 
entire area, 


has 8 counties in its Daytime area and 9 in its 
Nighttime area which are not reached at all 
by any other Capital District station. 


Your best 


radio buy 


is WGY 


Represented Nationally by NBC Spot Sales . 


WEY Fi 


A GENERAL ELECTRIC STATION 
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Northwest Sues Boeing for $25,000,000 
over Delays in Stratocruiser Delivery 


SEATTLE, Sept. 13—A $20,000,000 
Boeing Airplane Co. customer, 
which had to wait more than two 
years past the promised date for 
delivery of 10 aircraft, has sued 
for $25,000,000. 

The customer is Northwest Air- 
lines. Its suit in federal district 
court here seeks to recover $17,- 
281,755 for being deprived of the 
use of 10 Stratocruisers between 
the promised and actual dates of 
delivery; $6,277,811 for asserted 
failure of the aircraft to meet 
specifications; $1,000,000 for “ex- 
cessive” cost of spare parts, and 
$238,940 for return of payments 
made under “change order” agree- 
ments. 

The 10 planes cost Northwest 
$15,500,000 total, plus $3,500,000 
for spare parts. 

Boeing issued a blanket denial 
to Northwest’s complaint. 


s The action brings a wide break 


between Boeing and one of the 
five airlines that bought a total of 
55 Stratocruisers. This was North- 
west’s first order from Boeing. 
Other airlines suffered delays, too. 
What they may do, if anything, has 
not been indicated. 

Boeing built the Stratocruiser as 
its postwar bid for the airline bus- 
iness. The plane is fast and luxuri- 
ous, and is the backbone of North- 
west’s fleet. 

Northwest complains that it 
placed its order in March, 1946, 
and was promised deliveries 
monthly from January through 
August, 1947. 


s Actually, the plane did not begin 
flight tests until July, 1947, and 
Northwest says it got delivery be- 
tween June and December of 1949. 
Flight tests and government certi- 
fication took 17 months. 


delivery were occasioned by causes 
beyond Boeing’s control and al-| 
lowed for in the contract.” Boeing | 
does not indicate what those causes 
were, but it is known that strikes 
in the steel and electrical indus- 
tries hampered it, and in 1948 the 
company had a five-month strike 
in its own plant. Time spent in 
government certification of the 
,plane was also longer than ex- 
pected. 

Boeing adds: “The Boeing Strat- 
ocruiser has proved a substantial 
advancement over contemporary 
airplanes and has received high 
praise from all operating airlines, 
including Northwest.” 

Boeing’s annual report for 1949 
showed the company lost $15,400,- 
000 on production of the 55 Strato- 
cruisers. It has completed work on 
civilian planes and now is produc- 
ing only war planes. 


Five Name Cary-Hill 

Cary-Hill Inc., Des Moines, has 
been named to handle advertising 
for Eden Studios, Fort Dodge, Ia.; 


Boeing answers that “delays in 


William Galloway & Sons, Water- 


o* 
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SIRLOIN FOR SALESMEN—Jack Canning, executive vice-president of Southwestern 

Petroleum Co., Fort Worth, looks over part of a herd of cattle that the company 

will award to a group of its salesmen at the end of the year. Shares in the herd 
will be distributed in proportion to each salesman’s volume in 1950. 


loo; Hollinbeck Stamp & Coin Co., 
Des Moines; Leachman Lumber 
Co., Des Moines, and Sew-E-Z 
Mfg. Co., Knoxville, Ia. 


MAILI 


OCCUPANT 


wrap up the sales! 


NGS 


ant Lists... 
Lists... 


(All over U.S.) 


te Production 


"mailings where you 


der - General Delivery 
Route Coverage . . . 


fet Cost Distribution 
ore than 50 Years ... 


a when you want them— 
wire, or phone Cornelius. 


Soundest, Speediest, Solidest Penetration 
of Indiana (and thereabouts) 


. .» Here’s the quick, sure way to hit every city, town and farm home in 
Indiana—many cities and towns in Ohio, Kentucky and Illinois, too! 
Complete, accurate lists ready for your use—right now. 


. - - handled with speed and efficiency. Membership or subscription pub- 
lications mailed within a few hours. Products or services with selective 


markets promoted economically, accurately. 


. . . Every county can be covered. Every rural home in the entire U. S., 
or any section of it, can be contacted—without waste. 


PLANTS AT 


. .- Cornelius handles the whole job, or any part of it. Composition, assem- 
bly, printing (offset or letterpress), addressing, binding, mailing facilities 
in one modern plant. Centrally located for fastest possible service. 


. . . High-speed automatic addressing equipment enables Cornelius to 
handle thousands of pieces per hour. Many kinds of mailing can be as- 
sembled, addressed and delivered to the post office within 24 hours—sav- 
ing you the time, labor, confusion of handling it through your offices— 
saving you money all the way ‘round. Leading advertisers have proved it. 


CORVELIUS PRINTING COMPANY 


PHONE 


2457 E. Washington St. - Franklin 4517 - Indianapolis, Indiana 


INDIANAPOLIS AND SILVER SPRING, MARYLAND. 
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Herd of Cattle Is 
Prize in Unusual 
Salesmen’s Contest 


will become joint owners of a herd 
of Texas cattle on Dec. 31, 1950, 
provided they meet certain sales 
requirements each month during 
the year. 

The salesmen represent the 
Southwestern Petroleum Co. here, 
selling roof coating and lubricants, 
and the herd of cattle, valued at 
not less than $5,000, will be award- 
ed to the group of salesmen whose 
net sales are highest during 1950. 

What happens to the herd after 
Dec. 31 is up to the new owners. 
If it is sold all proceeds go to the 
winning salesmen, and the com- 
pany has agreed to bear the cost 
of maintaining the herd until it 
is sold. Ownership of the herd 
will be based on the percentage 
of “baby beef vouchers”—one is 
awarded for each dollar in sales 
—that each salesman has earned. 


s Response to the contest so far 
has been very encouraging, the 
company reports, with 1950 sales 
running 20% ahead of last year 
since the contest was announced. 
Southwestern has several hundred 
salesmen operating in all 48 states 
and in 49 foreign countries. 

“There seems to be a universal 
appeal in becoming a Texas cattle- 
man,” E. H. Beall, Southwestern’s 
president, said, “for those sales- 
men who are most distant from 
Texas are evidencing as much in- 
terest in this contest as those close 
at hand.” 

Southwestern’s decision to spon- 
sor a cattle contest was reached 
in an unusual way. The company 
used to offer cash bonus incentives 
several times a year, but the ad- 
vent of withholding taxes, plus 
the fact that cash bonuses must 
be reported as part of regular in- 
come, led to a lot of extra book- 
keeping. 

An annual contest, it was felt, 
would cut down on the bookkeep- 
ing, making only one entry a year 
necessary, but such a contest had 
to be “different” if interest was 
to be maintained over 12 months. 
So Southwestern came up with 
the herd of cattle idea, and sales 
figures seem to indicate that the 
contest has kept salesmen inter- 
ested. 


Introduces New Milk Product 
Vitex Laboratories, producer of 
Vitamin D for the milk industry 
and a division of Nopco Chemical 
Co., Harrison, N. J., is introducing 
to dairy men Vitex A-D, which 
furnishes natural Vitamins A and 
D in a carrier of actual milk con- 
stituents, hermetically sealed in 
a can. Vitamin fortified “A-D low 
fat milk” is said to contain fewer 
calories than whole milk. The com- 
pany is offering newspaper mats, 
transcribed radio spots and sug- 
gested layouts and copy to dairy 
men to help promote the new prod- 


uct. 
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adustrial Admen 
fot Appreciated, 
Says R. L. Putman 


F. G. Hough Co., Winner 
of ‘50 Putman Award, 
Outlines Its Ad Program 


Cuicaco, Sept. 13—The biggest 
ingle problem that confronts most 
dustrial advertising men today 
that their work does not get 
dequate recognition from their 
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was used in 150 major cities 
served by Payloader distributors. 
Since the Payloader was a com- 
paratively new product, it was felt 
that trade shows could be used to 
help introduce it quickly to large 
segments of major markets. Dur- 
ing the year it was exhibited at 
five national and a number of 
local shows. 


we Ad Manager Wiggers set up a 
system for handling inquiries that 
routed them to the advertising de- 
partment first, instead of the more 
conventional method of sending 
them to the sales department in- 
itially. At the end of each month 
a check was made to see how 
much business had been originated 
by advertising. 

Instead of letting its distributor 
organization grow at random, 
Hough took definite steps to make 
certain sales helps available, some 
of which were: a news letter con- 


cerning the company’s advertising 
campaign; local telephone book 
listings; ad mats and electros; 
photographs; names for the dis- 
tributors’ mailing lists and a 75- 
page sales manual. 

To keep top management sold 
on advertising and promotion, 
Hough’s advertising department 
included a review of the sales and 
advertising for the previous year 
with the current year’s budget. 
Management also was provided 
with a monthly summary of all 
advertising department activities 
and results during the year. 


Prints New Trade Symbols 


A. A. Archbold, publisher, 1209 
S. Lake St., Los Angeles, has issued 
“Offset Scrapbook No. 8,” which 
contains 450 retail trade symbols. 
Most of the symbols are in two or 
three sizes. The scrapbook, printed 
black on white on one side only, 
is available at $6 a copy. 


WHCU Awards Go to 
Weekly Newspapers 


Irnaca, N. Y., Sept. 15—When a 
radio station makes cash awards 
to newspapers for outstanding 
achievement, it is not exactly an 


everyday occurrence. But that is 
just what will happen here this 
weekend when WHCU holds its) 


annual get-together for representa- | Pers 


tives of the 100 weekly newspa- | 
pers which furnish the material | 
for the show, “Radio Edition of) 
the Weekly Press.” 

The Sunday afternoon FM pro- 
gram, which WHCU feeds to the 
13-station Rural Radio Network 
in upstate New York and Penn- 
sylvania, features editorial com- 
ment, news of community projects 
and human interest stories taken 
from the pages of the participating 
weeklies. “Radio Edition” is not 


available for sponsorship. 
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This year’s awards for “editor- 


ial leadership” will go to: 

Ontario County Times-Journal, Can- 
andaigua, N. Y., first place, $500. This 
paper serves a community of 9,000 per- 
sons and is put out by a one-man editor- 
ial staff. 

News, Vestal, N. Y., $250; Tribune-Press, 
Gouverneur, N. Y., $100. Special citations 
to the News, Corning, N. Y., and Ad- 
vance-Journal, Camden, N. Y. 

Honored for promoting community 
progress: Times, Cobleskill, N. Y., first 
prize of b he Times employs 18 
persons and has a circulation of more 
4,000. 

St. Lawrence Plaindealer, one of two 
weeklies in Canton, N, Y., $250; Rocket, 
Wyalusing, Pa., $100. Special citation to 
Mid-York Weekly, Hamilton, N. Y. 


Affiliated with CBS, WHCU is 
owned and operated by Cornell 
University. 


Emerson’s Net Profits Up 


Emerson Radio & Phonograph 
Corp., New York, has reported net 
profits of $3,559,827 for the 39 
weeks ending Aug. 5, 1950, against 
$2,256,718 for the corresponding 
period last year. 


a 


stern |top executives, and therefore their 
ipany jpaychecks are not big enough. 
herd | Russell L. Putman, president of 
Putman Publishing Co., told mem- 
‘bers of the Chicago Industrial Ad- 
yertising Assn. last night that it 
was this basic problem that led 
three years ago to the setting up 
of the Putman Award—an annual 
st prize of $2,000 for the best use 
group |of industrial advertising. 
erate | “It has been our conviction,” Mr. 
herd Putman said, “that the basic rea- 
1950 son why industrial advertising men 
sales have not received adequate rec- 
uring ognition is that their work has not 
been proven to top management 
the in tangible, specific terms that}. 
here management can understand.” 
ats, g The importance of justifying in- 
vard- dustrial advertising expenditures 
vhose to top management cannot be 
1950 overemphasized, Mr. Putman said, 
after and the job can’t be done on 
nets “faith” alone. It must be dem- 
> onstrated, and justified in terms 
coum of its actual effectiveness in help- 
con ing to make sales. . 
til it The Putman Award is designed 
herd to help industrial admen “sell” 
tage their ad programs to management, 
ef because it is made not only on the 
sale basis of the best use of industrial 
ned advertising in making more ef- 
fective the selling of goods or 
» for services to industry, but also on 
the the best documentation of such 
sales | US Mr. Putman pointed out. 
year 
raced. 4 @ The 1950 Putman Award was 
dred } won by the Frank G. Hough Co., 
tates | Libertyville, Ill. and the com- 
pany’s advertising manager, Ray 
ersal | Wiggers, told CIAA members how 
ttle- | industrial advertising had upped 
ern’s | Hough’s sales more than 15% in 
ales- | 1949. The Hough Co. builds five 
from | different models of a rubber-tired 
1 in- | tractor shovel called the Pay- 
“lose | loader, used by construction, earth 
moving, manufacturing and pro- 
pon- | cess industries. 
ched Some of the results attributed to 
yany | advertising by Mr. Wiggers were: 
Hives 1. A 70% increase in inquiries 
ad- | Over the previous year. 
plus 2. Over-all sales of $78.50 for 
nust | every ad dollar spent. 
. in- 3. Sales of $6.77 for every ad 
pok- | dollar that could be traced directly 
to advertising. 
felt, 4. Sales costs reduced to only 
eep- | 1.44% of sales. 
year 5. Ad expenditures held to only 
had § 1.24% of total sales, compared 
was} With a 2.1% industry average. 
ths. 
with} ® Prior to selecting media for 
ales } 1949’s prize-winning campaign, an 
the} analysis of the previous year’s 
ter-| Sales was made, Mr. Wiggers said. 
This study spotlighted the major 
and minor markets, revealed what 
t size unit was most popular in each 
r of | market, and served as a guide in 
stry | choosing media to be used. 
‘ical Twenty-five business papers 
a were selected for the 1949 cam- 
=a paign—13 national publications 
oa and 12 regional publications. All 
in| @ds were keyed to evaluate mar- 
low | kets and media, and a play was 
wer | made for inquiries to provide leads 
om- | for salesmen. In those areas where 
ats, } publication coverage was thin, a 
ugs-} direct mail drive was conducted. 
~. In addition to sales literature, 
catalogs, and a publicity campaign, 
telephone directory advertising 


SEND THIS COUPON NOW... for Cockletone 
Bond portfolio containing specimens of 
good modern letterhead design which you'll 
find useful in appraising, improving or re- 
designing your present business letterhead. 
We will also include a 
sample book of Cock- 
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Y Ue letterhead (paper youll , / find in offices where decisions count/ 


Leaders in world trade... men who are helping to chart America’s future . . . recognize 
the importance of selecting the correct letterhead paper as a business representative. 

That’s why more and more business leaders now choose Cockletone Bond. They prefer it 
because its tough sturdy feel, lively crackle and beautiful shade of white lend added dignity 
to business messages. Why not investigate the advantages of this finer letterhead paper for 
yourself? The moderate cost of Cockletone Bond will surprise you. 


THE FINEST LETTERHEAD PAPER EVER PRODUCED BY HAMMERMILL CRAFTSMEN 


For the name of a member of the Hammermill Guild ef Printers, ready and willing to supply your printing needs on 
Hemmermill Papers, call Western Union by number and ask for “Operator 25.” 


Hammermill Paper Company 
_ 1459 East Lake Road, Erie, Pennsylvania 
Please send me —FREE—the Cockletone Bond 
portfolio and sample book. 
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N. Y. Savings Bank 
Group Plans Large 
‘Times’ Supplement 


New York, Sept. 15—The Sav- 
ings Banks Assn. of the State of 
New York, together with 54 mem- 
ber banks located in the metropoli- 
tan area, will sponsor a special 16- 
page advertising supplement ap- 
pearing in the New York Times on 
Sunday, Sept. 24. 

The supplement, in roto maga- 
zine format, will mark the first 
time a group of banks has cooper- 
ated in such a venture. The sec- 
tion will cost more than $33,000, 
with the association paying slight- 
ly less than one-third of the total 
and the individual banks the re- 
mainder. 

Edward B. Sturges II, public 
relations counsel to the association, 
told AA that his group will use 
about 50,000 reprints of the sup- 
plement for distribution to teach- 
ers and to civic and other groups. 


Member banks are expected to 
order up to 20,000 reprints for dis- 
tribution in their home communi- 
ties. 


we Mr. Sturges said 5% pages of the 
special section will be devoted to 
editorial copy which will “try to 
do a basic savings bank story and 
give a picture of the general eco- 
nomic situation with emphasis on 
where today’s dollar is going.” The 
copy—all of which Mr. Sturges is 
writing—will be slanted to appeal 
to educational and other opinion- 
forming leaders. 

He said the other 10% pages of 
the issue will be devoted to ads by 
the 54 banks. According to Mr. 
Sturges, there are a total of 70 sav- 
ings banks in the metropolitan 
area and 130 in the state. 

He added that the banks in the 
association have spent $250,000 an- 
nually since 1942 on cooperative 
advertising. 

Agency for the bank group is 
Ruthrauff & Ryan. 


‘Atomic’ Manual Given 
Advertising Push 


Shappe-Wilkes, New York, is 
handling the advertising campaign 
for “Atomic Attack—A Manual for 
Survival,” a book which tells what 
to do in case of an atomic air raid. 
The book is being distributed by 
Cornell Distributors. 

The drive broke with newspa- 
per ads in major cities. Magazines 
ene business papers will be used 
ater. 


Brunswick Ups Wexler 
Brunswick-Balke-Collender Co., 
Chicago, maker of bowling and 
billiard supplies and equipment, 
has named Nat N. Wexler assist- 
ant promotion manager. He will 
coritinue to edit the company’s 
house organ, “In The Pocket.” 


Ronner Returns to Lewyt 

Walter V. Ronner has returned 
to the Lewyt Corp., New York, as 
director of industrial relations 
after a three-and-a-half-year ab- 
sence during which he served in 
the same capacity for the Revlon 
Products Corp. 


Peeks 


‘ ates 2 


"BUSINESS 


RETAIL LINAGE GAINS 


iemeameee RETAIL LINAGE GAINS 


RETAIL LINAGE GAINS 


IS GOOD 
‘.. N S$ EAT TL E! 


AND BUSINESS IS GOOD FOR SEATTLE’S 
TWO DAILY NEWSPAPERS, TOO! 


FIRST 7 MONTHS, 1950 


13,211 


During 12 of the last 13 months, The Seattle Post-Intelligencer 
made gains in retail advertising linage 
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Roses out of a small garden 


ad—in The Corner’s opinion 


The Creative Mans Corner 


of a large one. And The Corner, this week, is delighted to 
bestow a bouquet of American beauties on this Motorola 


set ads to appear since Philco’s ad demonstrating its screen 
“the size of a newspaper page.” 


are better given than those out 


one of the shrewdest television 


It’s refreshing to see 


Le a tats Ta 


HOW Motorola 
TELEVISION. 


- 


TéLévision 


BENEFITS YOUR CHILDREN 


ele Rete © terion wows con TV am mess Netty: here: x hee and beMT Marts senee 


Motorola 


a new and compelling 
approach taken in a 
highly competitive field. 
And, as far as The Cor- 
ner is concerned, this 
Motorola page should 
benefit not only the in- 
dustry, but the company 
signing it. For by doing 
something the entire 
industry should be do 
ing—giving the positive 
side of TV—Motorola 
assumes a_ leadership 
position, always good 
strategy both in the 
trade and‘ among con- 
sumers. 

This ad offers in- 
formation assuring par- 


produce eyestrain. 
Counter-arguments can be 

that television is not a 100% 

sible that if Motorola had 


ing that, and considering the 


television set won’t turn their children eventually into one- 
eyed idiots. Instead, it tells what a difference television can 
make in a home with children on a rainy day; the excellent 
disciplinary measure that denying a child his television 
time can prove; how a television set brings the family to- 
gether; and the assurance given by The Journal of the Amer- 
ican Medical Association that television in itself does not 


shortcomings in a home with children (the added wear it 
wreaks on furniture; the loss of the living room to adults; 
the quarrels over which program to tune in) it might have 
had a greater ring of sincerity, Unfortunately, advertising 
by nature is a one-sided medium of information. Consider- 


ganda regarding TV listening, Motorola is to be congratu- 
lated on the step it has taken. 
tive selling in a field distinguished by completely undis- 
tinguished advertising selling. 


ents that looking at a 


advanced, of course, proving 
blessing——and it is quite pos- 
admitted some of television’s 


need for such positive propa- 


This is good, sound, competi- 


Hy | Overseas Airlines, Pan Am will 
Pan American Mum take over a fleet of eight Strato- 
on Ads Announcing | cruisers and seven Constellations. 


Airline Purchase | 


New York, Sept. 12—Pan Amer- | 
ican World Airways will do “quite | 
a bit” of advertising in connection 
with its taking over on Sept. 25 of 
the transatlantic routes now op- 
erated by American Overseas Air- 
lines. 

Joel D. McPheron, assistant to} 
the vice-president for media ad- 
vertising, refused to tell AA any- 
thing of his company’s ad plans 
beyond that. “This business is too 
competitive,” he said. However, | 
Pan Am used a large-space ad in 
today’s New York Times to an- 
nounce that “giant double-deck 
‘Strato’ Clippers will fly to four 
continents” when AOA is merged 
with it. 

Pan Am will formally take over | 
the other airline for $17,450,000. | 
The company plans to open serv- | 
ice to Paris and Rome on Sept. 30, 
subject to the approval of the gov- 
ernments concerned. 

Among other assets of American 


| vel Nelson & Powell, 


Three Join Carvel Nelson 


Rip Gage has been appointed as- 
sistant to Carvel Nelson at Car- 
Portland, 
Ore. Mr. Gage formerly was with 
Bench Advertising and Ray Carr 
& Associates, Portland. Other 


| changes at Carvel Nelson & Powell 


include the addition of Bill Arm- 
strong to the production depart- 


| ment, while Margery Kendall, for- 


merly copywriter with the Port- 
land office of Botsford, Constan- 
tine & Gardner, has joined the 
copywriting and publicity depart- 
ment. 


Launches New Publication 
Northland Publishing Co., 517 

Northwestern Bank Bldg., Minnea- 

polis, has launched Northland Re- 


| sorter, which covers the resort in- 


dustry in Minnesota. Using color 
and a standard page size, the Re- 
sorter will be published monthly, 
and will average 40 pages. It will 
be distributed to resort owners on 
a guaranteed controlled-circula- 
tion basis. John M. Lamb is editor 
and business manager. 


Sell the “HEART” of the Family 


12x94 


America’s 


LEADING 


MONTHLY 
to Families with 
YOUNGER 
CHILDREN 


(3 te 10) 
Write fer Market Data Folder A 


1018 S. Wabash Ave., Chicago 
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Western Users 
aking More of 
Steel Output 


New York, Sept. 11—A larger 
share of the nation’s steel output 
now is shipped from areas with 
surplus capacity into regions with 
insufficient output, and the over- 
all gap between use and output, 
regionally, has widened since pre- 
war days, according to new data 
on steel production and use com- 
piled by the National Industrial 
Conference Board. 

Rapid as has been the decentral- 
ization of steel making in the U. S. 
during the past 10 years, the board 
says, the spreading of steel use 
has proceeded even faster. 

These facts, the board points out, 
“shed light on a host of problems 
confronting both steel producers 
and consumers. They have muca to 
do with the regional shortages of 
steel despite record-breaking out- 
put and demand and hold clues to 
steel markets, and which steel pro- 
ducers are apt to resist most) 
strongly any downturn in steel de-| 
mand.” 


ws Steel use in western parts of the. 
United States has grown by leaps 
and bounds, according to the’ 
board’s data. “It has doubled in. 
the mountain region. On the West 
Coast and in the southwestern and | 
north central regions, it has risen 
even more. The New England and 
southeastern states also show siz- 
able gains.” 

Shifts in the geographic pattern | 
of finished steel production since 
prewar years, in most cases, “are 
similar in direction to shifts in 
consumption,” the board says. 

As a result, the board says, the 
great steel-using area of the Mid- | 
west is consuming a smaller share 
of the nation’s output than at any | 
time since World War I. In 1937, 
61% of domestic shipments went | 
to the five big consuming states of 
Pennsylvania, Ohio, Indiana, IIli- | 
nois and Michigan. But only 51% | 
of all shipments were channeled to 
those states in 1947-48. 


# Actual shipments to those states | 
“increased by just over 40% be-| 
tween 1937 and 1947-48. For the) 
country as a whole, shipments of 
finished steel (less exporis) rose 
70%, from 36,000,000 tons to 60,- 
000,000 tons. Current shipments are 
even higher.” 

The big gainers, according to the 
board, have been: the West Coast, 
up from 5.6% in ’37 to 7.6% in ’47- 
48; the Southeast, up from 3.7% 
to 4.5%; the Southwest, up from 
5.2% to 7.3%; the north central 
and mountain regions, up from 
5.5% to 7.6%; New England, up 
from 3.1% to 4.4%. 

“Altogether,” the board finds, 
“these areas, which accounted for 
23.1% of ’37 shipments, received 
31.4% of all steel shipped in ’47- 
48. Their actual tonnage consump- 
tion of steel rose 131%.” 


s Among individual states, Cali- 
fornia increased its share of the 
nation’s steel market the most, the 
board found, gaining 1.9 percent- | 
age points to account for 6.5% of | 
the total. Pennsylvania was the | 
biggest loser with 5.4 points. In) 
’48, shipments to Pennsylvania 
comprised only one-tenth of total | 
shipments; 30 years ago this state | 
was the largest steel consumer in| 
the country, absorbing nearly one- 
fifth of the nation’s output going to 
domestic users. ; 

Michigan, the largest user today, 
fell about 3.7 points between °37_ 
and ’47-’48, to register only one-| 
eighth of domestic shipments in) 
those two postwar years. However, 
the board notes, higher automobile | 
output in ’49 and ’50 undoubtedly | 
has upped Michigan’s share. | 


Estimated Sales and Inventories of Service 
and Limited-Function Wholesalers 


(Unadjusted for Seasonal Variations. In Millions of Dollars.) 
Sales——_—__—. 


July June July duly June duly | 
1950 1950 1949 1950 1950 1949 | 
WEL Deeese sect esse datesaxeisese 6,335 5,743 4,856 7,006 7,208 6,839 
Durable-goods stores .. ............ 2,415 2,149 1,525 2,986 3,171 2,970 
PD. duh osc a.0héegane-cbs9'e 269 214 176 323 326 314 | 
Lumber and building materials . 562 522 334 619 633 550 | 
Electrical goods 575 451 368 512 644 578 
EE sakh dbeaeeede'e 6 272 243 171 398 428 396 | 
Housefurnishings 144 143 77 215 209 196 
Jewelry and optical goods ......... 40 37 26 128 127 149 | 
Machinery and metals ............ 553 539 373 791 804 787 
Nondurable-goods stores .......... 3,920 3,594 3,331 4,020 4,037 3,869 
Apparel and dry goods ............ 434 341 336 851 906 830 
Beer, wine and liquors ........... 441 365 319 332 357 324 
Drugs and sundries .............. 141 142 129 211 208 198 
DD sae bbhth 664504 6hd0s4c5p0 1,530 1,431 1,227 1,038 1,071 1,030 
Paper and products .............. 128 136 105 170 175 167 
MD HE hc dceeetescvecce 184 186 180 113 lll 112 
STEED wicckuc Ssscneugee 1,062 993 1,035 1,035 1,209 1,208 
Source: Department of Commerce, Office of Business Economics. 
Speer to Alport & O'Rourke 3 to McLaren, Parkin, Kahn 
Alport & O’Rourke, Portland, McLaren, Parkin, Kahn, New 
Ore., has been named to handle} York, has been appointed to han- 
national advertising and publicity | dle advertising for Zoomar Corp., 
for Speer Products Co., Lewiston, | maker of Zoomar TV and newsreel 
Ida., sales agency for bullets man- lenses; Dale Bearings Inc., -dis- 
ufactured by Vernon D. Speer and | tributor for SKF and Hyatt bear- 
cartridge cases produced by Rich-| ings, and Harry Meistrich Inc., 
ard A. Speer. furrier. 


LOW COST PER THOUSAND 


It costs less to reach each pros- 
pect in DIESEL PROGRESS’ blue 
ribbon circulation—because 
DIESEL PROGRESS offers a low- 
er cost per thousand than any 
other paper exclusively serving 
the diesel market. 


Write today for DIESEL PROGRESS 
Market Data and Media file 
Rex W. Wadman, Editor and Publisher 


Advertising Office: 
2 West 45th St. New York 19. N.Y 


Editorial and Production Office: 
816 N. La Cienega Bivd., Los Angeles 46, Calif. 
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No. 3738. The 1950 Iowa Radio Au- 
dience Survey. 

Radio listening habits and pref- 
erences of adult listeners in Iowa 
are tabulated in this survey con- 
ducted by Dr. F. L. Whan, chair- 
man of the Committee on Radio, 
University of Wichita. This 77- 
page survey includes data on radio 
set ownership and use, station 
coverage, preference and share of 
audience, listening hours and hab- 
its, attitude of Iowa listeners 
toward beer advertising, and ra- 
dio’s prestige in the state. The in- 
formation presented covers per- 
sonal interviews made in 9,215 
homes during the months of March 
and April. 


No. 3739. Food and Grocery Trade 
Directory of the Philadelphia 
Area. 

The firms and purchasing per- 
sonnel who make up the food and 
grocery trade in the Philadelphia 
area have been ‘compiled in this 
168-page pocket size booklet of- 
fered by the Philadelphia Bul- 
letin. Markets covered are: chain 
and supermarkets, department 
stores with food departments, fro- 
zen food wholesalers, hotel, res- 
taurant and institutional supply 
houses, retailer-owned coopera- 
tives, wholesalers, members of the 
Assn. of Manufacturers’ Rep- 
resentatives Inc., food manufactur- 
ers and local representatives, food 
brokers and local offices of na- 
tional manufacturers. 


No. 3740. Coverage of Buying In- 
fluences in the Hospital Field. 
A new media data folder con- 
taining important information on 
the buying influences in the rapid- 
ly growing hospital field is offered 


Note: Inquiries for the items listed abo 


~UPON TO 


IBTAIN 


advertisers and agencies by Hos- 


pital Management. It also con- 
tains pertinent data on the pub- 
lication’s background, editorial 
content, and its services to the in- 
dustry and its advertisers. 


No. 3741. The Western Michigan 
Market. 

Sales potentials in the Grand 
Rapids and western Michigan area 
for advertisers and agencies, as 
well as for retailers, are presented 
in a market and media booklet 
issued by the Grand Rapids Press. 
It contains sales and income fig- 
ures for the 25 counties compris- 
ing this market. Numerous charts 
giving media information are in- 
cluded in the booklet. 


No. 3743. Markets Served by Re- 
ligious Publications. 

An attractive presentation con- 
taining market and media data of 
a selected group of 14 national and 
denominational-wide religious 
magazines is available to adver- 
tisers and agencies from Allan E. 
Shubert Co. Included are both 
Catholic and Protestant publica- 
tions reaching a three-fold market 
of 750,000 homes aid 10,000 
churches and their institutions. 


No. 3746. Facts about Metal-Work- 
ing. 

Market and media data is pre- 
sented in an eight-page booklet of- 
fered by Metal-Working. In the 
booklet, the publisher presents in- 
formation on the history of the 
publication, its editorial staff, circ- 
ulation pattern, market served, 
format, services to advertisers and 
rates and mechanical specifica- 
tions. 


ve will not be serviced beyond Oct. 30. 


INFORMA 


Please send me the following (in 
—please print or type) 


Readers Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


sert number of each item wanted 


NAME TITLE 
COMPANY 

ABDRESS 

CITY & ZONE STATE 


date. Display ciossitied advertisements toke 


3+ card discounts on multiple insertio 


HELP WANTED 
SPACE SALESMAN ....... enttintl 
Industrial Publication. 
GEORGE WILLIAMS—PERSONNEL 
299 S. State St. HA 17-2063 Chicago 4 


ATTENTION LADIES: There is an open- 
ing down South for a progressive “live- 
awake” woman with trade paper editing 
experience to work with editorial staff on 
several trade publications and eventually 
handle one of these publications. Must 
have knowledge of proof reading, make- 
up, layout, rewrite and copy editing. No 
beginners, please. 
Box , ADVERTISING AGE 
. 200 E. Illinois St., Chicago 11, Ill. 


FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
All types of positions for men and women 
185 N. Wabash Fr-2 0115 Chicago 


Lady for advertising production on month- 
ly national business publication to work 
with assistant publisher. Must be good 
typist and able or willing to learn dic- 
taphone for light dictation. Some experi- 
ence desirable. MEAT MAGAZINE, 59 E. 
Van Buren St. Wabash 2-6865. 


PERSONALIZED SERVICE 
We have clients looking for outstanding 
individuals in Merchandising, Advertis- 
ing, Sales Promotion and Management. 
**AND** 

Writers, Publicity, Public Relations, Me- 
dia, Art and Production talent. 

THE HONES COMPANY 
14 E. Jackson Blvd. Chicago 4, Ill. 


ADVERTISING SALES AND 
PROMOTION MANAGER 
Needed by successful 57-year-old national 
weekly business paper with headquarters 
office in midwestern city. This executive 
will work closely with general manager. 
Should have good background in publish- 
- o,- advertising. Send resume and 

y expectations 
Box 3351, ADVERTISING AGE 
200 E. Illinois St., Chicago ll, th 


Printing Salesman 
Letterpress Company, Northern Ohio re- 
quires experienced young salesman, and 
contact man for present accounts. Write 
fully details, past experience and basic 
remuneration required. 
Box 3352, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


ADVERTISING-EDIT-ART 
Asst. Art Director-Layout Ace. Agency. 
.Buy art, production. Newsppr. exp...$8500 
Rendering Artist-Top agcy. Expert on hg 
ures and package good................:0+ 
Agey Copywriter-Gen. cons. accts..... ‘Shoo 
Copywriter-Agcy oppor. Some exp. on 
.agric. mach’y manufacturer’s copy....$4000 
Yng. Copywriter-Display promotion....$3400 

MONARCH PERSONNEL 

Ask for Elinor Kent 

28 E. Jackson Wa. 2-9400 Chicago 4 


EDITORIAL AND 
PRODUCTION ASSISTANT 
(woman preferred) for Indiana pharma- 
ceutical manufacturer specializing in nu- 
tritional products. Duties to include: su- 
pervising printing production; simple 
rough layout work; editing and writing 
not-too-technical copy. Excellent oppor- 

tunity for superior person. 
Box 3353, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


SALES MANAGERS 
Breweries of various sizes in different 
parts of nation in need of Sales Managers. 
If you will write to us giving your ex- 
perience and background we will place 
this information in hands of our members 
and arrance personal interviews. Small 
Brewers Association, 188 West Randolph 
Street, Chicago 1, Illinois. 

FARM MARKET RESEARCH 

AND PROMOTION 
Publisher of farm magazines is seeking 

ger for market research and promo- 


OBSCURE SPECIALIST 
GETS JOB OFFERS 


This little story has to be told in gen- 
eral terms to preserve confidential in- 
formation, but its moral may prove 


| | profitable to you: A man with certain 


highly specialized qualifications of lim- 
ited applicability wanted to get into 
the agency business. He was 


earning 
: | $7,000 in another business. As the result 


of a $20 ad here in these classified col- 

umns of ADVERTISING AGE, he got 
| two offers from agencies—one at $9,000 
from a small agency, another at $11,000 
| from a big agency . . . mighty fine div- 
\idends from a $20 investment. Maybe 
this will suggest something to you— 
who knows? 


tion department. If you are trained in 
agricultural econonfics, can pull promotion 
ideas from an avalance of governmental 
statistics, know how to write sales pres- 
entations which space salesmen will use— 
you have that rare combination of re- 
search and creative writing abilities which 
we want. Location in mid-west. Our staff 
has seen this ad. Write giving age, educa- 
tion, experience, salary expected, date 
available for employment to: 
Box 3354, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Le 


~ WANTED: SALES MANAGER 
For fast growing pressure-sensitive tape 
printer. Give full qualifications and sal- 
ary expected in first reply. Our organiza- 
tion knows of this advertisement. 
Box 3355, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


HARRISON PERSONNEL SERVICE 
Established 1915 
Sales Executives—Advertising—Sales Pro- 
motion—Editorial. Ask for M. B. Muench 
20 W. Jackson Blvd. Chicago 4 


Advertising Age, September 18,1 


cord rate of $10. 


rs ond 


speoce over nches apply on dispioy 


HELP WANTED 


PROMOTION MANAGER 

Sports Afield, leading outdoor sportsmen’s 
magazine, has opening for sales promotion 
manager. Magazine publishing experience 
in preparation of trade paper and direct 
mail promotion as well as sales material 
for space selling organization is essen- 
tial. Please write letter covering exper- 
ience and interview will be arranged lat- 
er. All replies kept confidential. Salary 
open. Address correspondence to C. H. 
Giddings, 500 Midland Bank Bldg., Min- 
neapolis 1, Minnesota. 


. POSITIONS WANTED ‘ 
Copy Writer or Ad Asst. (Chicago area) 
6 yrs. exper. mag., newsp., dir. mail copy. 
Some layout, prodn. 33, sgle, draft 4-A. 


Bo 
200 E. Illinois St., Chicago 11, Ill. 


~ SALES-ADVERTISING-PROMOTION | 
Top magazine merchandising experience. 
Ad agency AE. College grad. Vet. 
Plenty of “‘drive’’ with mature judgment. 
Box ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


~~ SECRETARY - Agency or Pub. Rep. 
Adman’s widow, 41; ten yrs. in name 
agencies as sec. to art dir., traffic mgr. 
Exp. steno, knows ad biz. Real find @$60. 
Box 3358, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


~~~ JUNIOR ART DIRECTOR — 
Desires position with agency in Chicago 
area where presently located. Young, ver- 
satile, competent. Good, strong, selling 
layouts. Both agency and mfgr. exp. Exp. 
in buying art, photography, typography 
etc. Good production background. 
Box 3359, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


CALLING DETROIT 
Sales Promotion man. Extensive copy- 
writing, direct mail, general promotion 
experience seeking position in Detroit. 
Also selling and sales administrative back- 
ground. Married. draft exempt, college, 


car. 
Box 3360, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
ASST. RADIO-TV AGENCY DIRECTOR 
Television, radio, talent, music, Agcy. 
exp. Write-Produce-Direct. Creative, com- 
merciai and show exp. Contacts, new bus- 
iness prospects. 27, draft exempt. 
Box 3361, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Hungry copywriter wants to sink teeth 
into meaty oppty. Now starved on lean 
diet with back-sliding agency timidly rest- 
ing on status quo. Want live outfit that 
welcomes fresh copy slants. 6 yrs. vers. 
exp. mfr & agency. All media incl. TV. 
Family man, 34, ex-GI. State 2-8126. 


Publicity- Press Relations. Proven copy; 
ex-reporter weekly, daily, U.P. Last PR 
job raised stock 7 pts. Travel. 4 F. 

Box 3362, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


“EXTRA VALUE” COPY MAN 
CONTACTS clients, does quick ROUGHS. 
Solid 10 yr. record of consumer & indus- 
trial exp. Past 5 years assisting president 
of small agency. Married, age 30, college 
trained. Now employed, draft exempt. 

Box 3363, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ii. 


Bookkeeper ‘seeks ‘connection with “Advtg. 

agency or publisher. Dependable female, 

conscientious, several yrs. training in ex- 

ecutive capacity & modern acctg Methods. 
Box 3364, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 


AGGRESSIVE ad man-writer. Pub rel & 
small daily exp., 2% yrs Chgo natl n. p. 
& farm paper rep. Vet, 27, married, draft 
exempt. Mo. U. jour. grad. Proven ideas, 
copy & layout. Want creative-admin-pro- 
motion job & future with firm, agcy, pub- 
lisher. Prefer mid-west or S.W. $4500. 

x ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


Looking for an 

ART DIRECTOR 
With an account executive’s approach? 
My 10 yrs. experience as agency art di- 
rector, studio and printing house lay- 
out-design artist may be your answer! 

Box 3332, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


~~REPRESENTATIVES J AVAILABLE 


SPACE SALESMAN 
Hard-hitting representative wants one ad- 
ditional publication in the Mid-West. 15 
years experience with consumers maga- 


zine. 

Box 3366, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
“ADVERTISING SALES Representative. 
Experience covers Trade Publications, 
Newspaper (Local Display) and other 
Adv. Svces, interested in representing 
Publication or Firms for N. Y. C. and East. 

Box 3367, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 


18,000,000 Annual Visitors 
CAN’T MISS Your Message on... 


MAXWELL HIGH SPOTS 


in famous ATLANTIC CITY 


“The World's Playground" 


REPRESENTATIVES WANTED 


Publisher's Representative firm 
wants young man with plenty of zip § 
mediately for space sales on establish 
top-flight consumer mail order magazi 
Space sales experience not necessary, 
advertising background essential 
man we seek should earn $100 per 
or more after 12 months. $50 draw to 
Give full particulars in first letter. 

Box 3368, ADVERTISING AGE 

____ 200 E. Illinois St., Chicago 11, Tih 


____ BUSINESS OPPORTUNITIES 


Agency has modern private office tom 
let. Receptionist and telephone sel ; 
Chicago Ave. East of Michigan. 
Michigan 2-8166, 


Complete commercial printing plant Ig 
ted just outside Chicago, brick build# 
automatic oil heat, modern two bedreg 
apt, all new or rebuilt equipment, b 
ing can be bought or longtime lease wit 
a rent. Will sacrifice. Wr 
ADVERTISING AGE 

200 *. Illinois St., Chicago 11, Il. 


STAR 
PUBLIC RELATIONS 
MAN IS 
LEAVING US 


A situation beyond our con- 
trol and his, makes it advis- 
able for him to seek a new 
connection. For us, a nation- 
ally organized agency, he 
has handled a major job to 
our complete satisfaction. 
Fine personality. Wealth of 
experience. Good writer, 
Knows his way around in the 
right circles. Well qualified 
for most any top notch pub- 
lic relations or publicity job. 
We'll gladly put you in touch 
with him. Address Box 7694, 
Advertising Age, 200 E. Illi- 
nois St., Chicago 11, Ill. 


e AVAILABLE 


Ont Directo 


RETAIL 
ADVERTISING 


Can you profitably use my 22 
years’ experience with drug, gro- 
cery and department store chains? 

All previous connections have 
been with nationally known organi- 
zations handling newspaper, maga- 
zine and broadside advertising. Am 
great producer of ads with selling 
power. 

Actual experience includes time 
as art director, layout artist and 
lettering man. 

Complete references and other 
information upon request. 


Box 7695, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


WE CAN'T KEEP UP... 
with our Managing Editor. 
joined us six years ago, he has ad 
giamour to our layouts (saved money in 
the process), added sparkle and reader- 

= to our pages (two awards for edi- 
torial excellence); he is pleasant, resource- 
ful, diligent, capable, draft exempt, in 
his 30's. Unfortunately, he is also ambi- 
tious, and use we haven't the oppor- 
tunity he deserves, we're offering him to 
someone who does. 

Box 7684, ADVERTISING AGE 

200 B. Illinois St., Chicago 11, Ill. 


p——“PRINTING REASONABLE PRICE 


PUBLICATIONS, HOUSE ORGANS, ETC. 
10,000 copies, 48 pages plus cover size 
52x73; body, cover stock (slick stock — 
50 Ib. body and 70 Ib. cover), composition, 
Printing, binding complete $665. Quality 
work. Contact Production Department for 
printing, layouts, artwork, engravings. 

PUBLISHERS ASSOCIATES 
225 N. Michigan Ave. Chicago 1, Ill. 


WANTED 
Experienced Artist 

ust be good at illustration, figure work, 
~, and design for direct-mail, folders, 
booklets, point-of-sale. Experience in off- 
set, letterpress and silk screen reproduc- 
tion desirable. Excellent opportunity with 
creative printing firm with outstanding 
art department. State age, experience and 
salary requirements. 
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OR DEALERS—A -reprint of the color page scheduled for the Nov. 6 issue of Life 
Mbecks this point of purchase easel, which is being supplied to dealers as part of Libbey 
Glass Division’s Horseless Carriage hostess set promotion. 


Pennsylvania's TV 
Censorship Banned 
by Circuit Court 


PHILADELPHIA, Sept. 12—Tele- 
vision broadcasting companies, 
m fighting censorship of movies 
transmitted over their facilities in 
Pennsylvania, were upheld in the 
U. S. circuit court of appeals on 
Sept. 8. 

Chief Judge John Biggs Jr., in 
affirming a decree by the U. S. 
district court denying censors the 
right to censor television films, 
termed the censorship methods in 
Pennsylvania “antique.” 

The decision, which was con- 
curred in by two other judges, de- 
clared that Congress is vitally 
concerned with the nature of tele- 
vision broadcast as it affects the 
public good. 

“Congress therefore dealt direct- 
ly with the subject matter of the 
broadcasts which Pennsylvania 
Seeks to regulate. Congress thus 
set up a species of program control 
far broader and more effective 
than the antique method of censor- 


ship which Pennsylvania endeav- 
ors to effectuate,” the opinion de- 
clared. 


@ “We think it is clear that Con- 
gress has occupied fully the field 
of television regulation and that 
the field is no longer open to the 
states. Congress possessed the con- 
stitutional authority to effect this 
result. It follows that the Com- 
monwealth of Pennsylvania can- 
not censor television films on the 
programs of the plaintiffs’ sta- 
tions.” 

The appeal was filed by former 
State Attorney General T. McKeen 
Chidsey for Edna R. Carrol, John 


C. Fisher and Beatrice Z. Miller,[7 


state censors 

The original court action was 
taken by Triangle Publications, 
operator of WFIL-TV; Philco’s 
Station WPTZ, and WCAU Inc., 
Philadelphia; Allen B. DuMont 
Inc., operator of WDTV in Pitts- 
burgh, and WGAL Inc., Lancaster. 


Link Names Menegus A. M. 
Link Radio Corp., New York, 
manufacturer of two-way radio 
telephone systems, has named A. 
A. Menegus advertising manager. 


man who molds them. 


For dependable 
stereotyping, rely on 


CERTAINLY the Mat Molder 
is held RESPONSIBLE 


He is blamed or praised for the quality of casts and press- 
work in newspaper plants from coast to coast. . . That is 
a large order, calling for a very perfect molding job... 
But some customers seem to think that THEY, not the mat 
molder, should select the mat to be used. That is why he 
has to explain to them that responsibility and authority 
go hand in hand—that mats can best be chosen by the 


CERTIFIED DRY MAT CORPORATION 
§ Rockefeller Plaza, Dept. C, New York 20, N. Y. 


fied 


Publicity Group Issues 
Policy, Procedure Manual 

Industrial Publicity Assn. has 
compiled “Presenting Technical 
Papers,” a 48-page manual analyz- 
ing policies and procedures of 17 
key societies representing subdivi- 
sions of engineering, scientific and 
industrial interests. Each society’s 
rules are given with regard to: 
Who may present papers, preferred 
subjects, how to go about sub- 
mittals, provisions for subsequent 
publication, and specifics on na- 
tional, regional and _ divisional 
meetings held by each society each 
year. 

The manual also covers policies 


governing publicity on behalf of 
papers and authors, and the avail- 
ability of preprints and reprints 
of papers delivered at official 
meetings. Copies are available for 
$2.50 from Committee on Coopera- 
tion with Technical Societies, In- 
dustrial Publicity Assn., c/o Harry 
W. Smith Inc., 507 Fifth Ave., 
New York 17. 


Appoints Al Warren 


Al Warren, free lance specialist 
in West Coast public service pro- 
grams, has been appointed direc- 
tor of radio and television of the 
Los Angeles County Chest X-Ray 
Foundation. 


69 
‘Torch’ Moves Offices 


Torch, Chicago teen-age weekly, 
has moved to larger quarters at 
4849 N. Western Ave. Torch fin- 
ished its first year of publication 
with a paid circulation of 4,500, 
circulated in 43 Chicago high 
schools, according to Martin E. 
O’Shaughnessy, publisher. 


Report 50,542 TV Sets 


According to WDAF-TV, Kansas 
City, local television distributors 
have reported sales of 50,542 re- 
ceivers in the Kansas City area 
as of Sept. 1. This is an increase 
of 8,435 receivers since Aug. 1. 


From Reports 

of Continuing 
Consumer Panel 
Conducted in 
Houston by 
Alfred Politz, Inc., 
New York. 


~ How world-famous toilet soap” 


reaches new high in Houston consumer acceptance— 
with Chronicle advertising 


The figures below give a graphic and dramatic story of The Chronicle’s 


advertising effectiveness in the South’s No. 1 market. 


Please note that 


this product’s* percentage of market reached an all-time peak in Houston 
during the period when The Chronicle’s locally-edited Sunday Magazine 


was used exclusively. 


This Product’s* This Product’s* 
Percentage of Advertising Performance 
Market (in Lines) 
Report No. 4 4515 Lines 
(October | to 20.0 CHRONICLE Magazine 
March 31, 1950) Exclusively 
1435 Lines 
Report No. 3 POST Parade 
(April 1 to 18.0 2000 Li 
. 30, 1949) er. . 
ate eel CHRONICLE Magazine 
Report No. 2 3995 Lines 
October 1 to 13.3 POST Parade 
March 31, 1949) 
ae 0! pt 1 aie 9760 Lines 
. P 
Sept. 30, 1948) POST Parade 


And remember, this is just one example. 


The records show there are 


many, many more whose performance proves that The Chronicle Magazine 
or R. O. P. can do the entire job for you in Houston. 


* Name of product upon request. 


The Houston Chronicle 
LARGEST CIRCULATION IN TEXAS 


R. W. McCARTHY 
Advertising Director 


M. J. GIBBONS 


National Advertising Manager 


THE BRANHAM COMPANY 
National Representatives 


FIRST IN HOUSTON IN CIRCULATION AND ADVERTISING FOR 37 CONSECUTIVE YEARS 
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‘Newsday’ Marks 10th Birthday; 
Expanded Plant Ready on Oct. 1 


Hempsteap, N. Y., Sept. 13— 
Newsday celebrated its tenth 
birthday quietly last week, only 
stopping to note that in the past 
decade it had (1) achieved more 
than 100,000 circulation daily; (2) 
built up an advertising linage of 
20,500,000 in the last 12 months; 
and (3) an expanded plant in the 
works, ready for occupancy Oct. 
1. 

When Newsday began in Hemp- 
stead Sept. 3, 1940, it put out a 
28-page newspaper, published on 
a rickety press in a shabby con- 
verted auto showroom. Hempstead 
merchants clucked sympathetical- 
ly—the consensus being that the 
new tabloid (which appeared in- 
itially with fuzzy pictures and two 
transposed heads on Page 1) was 
not long for this world. 

A year later, Newsday had 23,- 


059 readers, had carried 498,343 
lines of advertising, and looked 
as if it would stay around. The 
war brought a stream of war 
workers to Long Island’s aircraft 
and light industry plants; the post- 
war period saw Nassau County 
(in which Newsday is solidly 
planted) set a record for home 
construction. In the ten years, 
Nassau County grew 60% over its 
1940 population, and Suffolk Coun- 
ty (which includes the eastern 
half of the island in which News- 
day has had an edition since 1944) 
grew 38%. 

In 1947, Newsday feJt cramped 
in the auto showroom, and began 
construction of a new plant in Gar- 
den City. This is the plant which 
is now being enlarged to provide 
50% more working space. In the 
ten years, the number of News- 


day employes has grown from 
fewer than 100 to 446, and its car- 
rier boys have increased from 450 
to 1,427. 


@ The space being added Oct. 1 
is a two-story addition, which al- 
lows for doubling the size of the 
composing room, more space for 
business and accounting depart- 
ments, and a lunch room. 

After that, Newsday will start 
building another addition to the 
press room to house a new press 
being built in Plainfield, N. J., 
for the paper. The two presses now 
can turn out a maximum of 10,- 
000 copies of a 96-page paper an 
hour. The new press will be able 
to run 128-page editions, and roll 
them at 28,000 an hour. 


MacAfee Joins Lamb & Keen 


Norman MacAfee, formerly with 
the American Stores, and who at 
one time operated his own adver- 
tising agency, has joined Lamb & 
Keen, Philadelphia, advertising 
agency, to service accounts and 
work on new business. 
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A FREE PRESS PROTECTS FREE SPEECH 


BOOSTS NEWSPAPER WEEK—Employes of Foster & Kleiser Co., San Francisco, take 

their company’s advice. F&K is displaying 500 of the posters for 60 days in Wash- 

ington, Oregon, California and Arizona. This is the fifth year that the outdoor com- 

pany has used its medium to promote freedom of the press and cooperate in the 
celebration of National Newspaper Week, Oct. 1-8. 


ei 


Read Your Local -. 
Newspaper . 


Kent Named Ad Director 


Roger B. Kent has been named 
advertising director of Harvard 
Business Review, Boston. 


some cars get twice as much 


The notion that every American 


spends half a day every week 


shining up the family car evap- 


orates in the merciless glare of 


statistics on car wax sales, region 


by region. 


The figures show, for example, that 


people in the mountain and south- 


west states, where there are slightly 


fewer automobiles than in the north- 


east region, buy more than twice 


as much car wax per year as the 


northeastern auto-polishers. 


Perhaps it’s the climate and its effect 


on the car, perhaps sheer pride of 


ownership—but, whatever the rea- 


son, the facts speak for themselves: 


one region is a better market than 
the other. 


Markets vary like that for almost any product you can make or sell—and 


with them your opportunities for sales. If you believe in picking markets 


first, then media—as so many advertisers are doing these days—you’ll 


find one agreeable constant: the daily newspaper. It’s built to fit—and 


cover—its market, wherever it is. It’s the one best way to adjust your 


advertising pressure to sales opportunities and take advantage of the 


fact that 


me Bwrca of A 


- All Business Is Local 


BS \\ 


of the American Newspaper Publishers Association, Inc. is in business to help 


you make your advertising more productive. Call or write us at 570 Lexington Ave., New York 22; 360 North Michigan Ave., 
Chicago 1, or 240 Montgomery St., San Francisco 4. Or ask for your copy of the booklet, “Services Available to Advertisers.” 
Sponsored by The Cincinnati Enquirer in the interest of more effective advertising. 


Automotive Sales 
20% of All Retail 
Trade, AMA Claims 


Detroit, Sept. 13—Twenty cents | 
out of every dollar spent in retail _ on 
trade in the U. S. is generated by] oct. 6-7 
the automobile industry, according fishers’ 4 
to the 30th edition of Facts and Harris Hc 
Figures, yearbook of the Automo- 0 nag aa 
bile Manufacturers Assn. don Hall, 

The yearbook announced that} Oct. % 
selling of new and used cars, tires, - — 
batteries, petroleum products and} oct. 12 
other automotive equipment has |Assn., an 
developed into a $25 billion-a- ee 
year industry. tribution, 

“Automotive sales currently ac- 


Oct. 5-' 
gers’ As 


Statler, B 
count for better than 20% of all} Oct. 2 
U. S. retail trade and more than + dl 
450,000 business concerns have] oct. 22 
been created in all parts of the 

country to take care of the vol- /Hotel, An 


ume,” Oscar P. Pearson, chief ]o.nual m 

AMA statistician, said. Oct. 23-3 
annual m 
Chicago. 


a Mr. Pearson listed a new set of ; 
records established by the indus- jtions, ann 
try in 1949. ge 26. 

A new production record of 6,- fishers A 
253,602 cars, trucks and buses with |creenbrie 
a value of $8 billion was reached. |V 
This was three times the output ee 
of all other countries combined. |¢rence, 1 

Other new records last year in- | Nov. 20 
cluded peak gasoline consumption, |*#on@! 
mileage traveled and automotive | Jan. 19 
taxes collected. 

Despite the high production, ex- |Palas. 
ports last year dropped off sharply |vertising 
to only 287,775 vehicles, as com-} Jan. 22- 
pared with 436,217 in 1948. Sales [Executive: 
abroad represented only 3% of [*, Chica 
cars produced and 12% of trucks. baper Pu 
advertisin; 
w In the last 50 years the auto in- fe! Harri: 
dustry has turned out 108,000,000 heris..2” 
vehicles, 44,640,588 of which were 
still registered at the end of 1949. 

At least 9,000,000 persons—one 
out of every seven persons working 
in the U. S.—were employed di- 
rectly or indirectly because of the 
motor industry. About 1,600,000 ge 
were employed in automotive sales 
and service trades, while more than 
5,000,000 were working in the 
trucking industry alone. 

Out of every dollar spent toj® 
purchase automobiles, about 24¢ 
went for taxes. Special motor ve- 
hicle taxes totaled $3,844,647,000, 
the highest in the industry’s hi¥ fated 
tory. ° 

On July 1, 1949, 42% of the 
cars had been in use a year ot JKYOR, | 
more. The average age of cars in manager 
use was 8.5 years, and one-third Glen Du 
of the trucks in use were 10 years|20m Let 


old or older. Pon | 


America 
fice at 6 
geles, w: 
Los Ang 
ger. 


Agency Changes Name 


Mark, Mautner & Berman Ad- 
vertising Agency, Milwaukee, has 
changed its name to Mautner 
Agency, and has moved to larger 
quarters in the Century Bldg. 

Will spe 


Nye Joins Bernbach Inc. fete 


Harry Nye has joined the copy _ 
staff of Doyle Dane Bernbach Inc, _ pen 
New York. He formerly was with}; ’ 
Brown & Bigelow, St. Paul. ‘ 


*lorshei 
Florsh 
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om 
[aed 
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onventions 


dicates first listing in this column. 
iSept. 17-18. Midwest Newspaper Ad- 
tising Executives Assn., fall meeting, 
resident Hotel, Kansas City, Mo. 

Sept. 18-21. Financial Public Relations 
n., 35th annual convention, Hotel 
atler, Boston. 

Sept. 18-21. Printing Industry of Amer- 
, annual convention, Palmer House, 
icago. 

Sept. 
pers, 
fhicago. 

Sept. 24-28. Advertising Specialty Na- 
jonal Assn., 47th annual convention and 
pecialty Fair, Palmer House, Chicago. 
Sept. 30-Oct. 3. Mail Advertising Serv- 
e Assn. International, 29th annual con- 


24-27. Assn. of National Adver- 
1 convention, Drake Hotel, 


, take ntion, Roosevelt Hotel, New York. 
Wash- Oct. 2-6. Premiums & Ad Specialties 
+ com- xposition, 7ilst Regiment Armory, New 
in the ork, sponsored- by Premium Adver- 

ing Assn. of New York. 

Oct. 3. Associated Third Class Mail 
—————= sers, annual convention, Hotel Bedford, 

lew York. 

Oct. 4-6. Direct Mail Advertising Assn., 

d annual conference, Roosevelt Hotel, 

ew York, 

Oct. 5. Export Advertising Assn., 2nd 

nnual convention, Hotel Plaza, New 
Ms _ frork. 

Oct. 5-7. Newspaper Advertising Man- 
cents Pgers’ Assn. of Eastern Canada, 3rd an- 
retail ual meeting, Mount Royal Hotel, Mont- 


eal, Que. 

ed by! oct, 6-7. Pennsylvania Newspaper Pub- 
ording Pishers’ Assn., annual convention, Penn 
s and? arris Hotel, Harrisburg. 

Oct. 9-11. American Photoengravers 
tomo- Assn., annual convention, Chalfonte-Had- 
don Hall, Atlantic City. 

Oct. 9-12. Advertising Typographers 
of America, 24th annual convention, Ho- 
tel Traymore, Atlantic City, N. J. 

Oct. 12-25. Life Insurance Advertisers 
Assn., annual convention, Claridge Ho- 
tel, Atlantic City. 

Oct. 16-17. Boston Conference on Dis- 
tribution, 22nd annual meeting, Hotel 
Statler, Boston. 

Oct. 20-22. Midwest Conference of 
Women’s Advertising Clubs, Hotel 
Schroeder, Milwaukee. 

Oct. 22-24. Advertising Federation of 
erica, 10th District convention, Herring 
Hotel, Amarillo, Tex. 

Oct. 23-24. Inland Daily Press Assn., 
annual meeting, Congress Hotel, Chicago. 
Oct. 23-25. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Club, 
Chicago. 

Oct. 26-27. Audit Bureau of Circula- 
tions, annual meeting, Drake Hotel, Chi- 
cago. 

Oct. 26-28. Southern Newspaper Pub- 


of 6,- lishers Assn., annual convention, The 
; with |Greenbrier, White Sulphur Springs, W. 
iched. {Va. 


Oct. 31-Nov. 1. American Assn. of Ad- 
vertising Agencies, annual Eastern Con- 
ference, Hotel Roosevelt, New York. 
Nov. 20-22. Central regional meeting, 
National Newspaper Promotion Assn., 
Indianapolis. 

Jan. 19-20, 1951. 
of Advertising Agencies, 
Dallas. 

*Jan, 22-23, 1951. Assn. of Railroad Ad- 
vertising Managers, St. Petersburg, Fla. 
Jan. 22-24, 1951. Newspaper Advertising 
Executives Assn., Edgewater Beach Ho- 
tel, Chicago. 

Feb. 16-17, 1951. Pennsylvania News- 
paper Publishers’ Assn., annual display 
advertising conference, Penn Harris Ho- 
tel, Harrisburg. 

May 2-4, 1951. Assn. of Canadian Ad- 
vertisers, annual convention, Toronto. 
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roadcasting Corp. 
tf America Appoints Four 


James F. Cox, formerly sales 
anager of Station WAVE, Louis- 
ville, has been named sales mana- 
ger of KPRO and KPOR-FM, 
Riverside and San Bernardino 
Cal., both Broadcasting Corp. of 
America stations. He also will 
head the national sales depart- 
nent of the other three BCA sta- 
tons—KREO, Indio, Cal., KROP, 
Brawley, Cal., and KYOR, Blythe, 
Cal—and the California Rural 
eawerk, of which BCA is affili- 


nt to 
t (ae 
r ve- 
7,000, 
; his i 
Bill Sinor, formerly regional 
f thefsales manager of KREO and 
ar of [kvor, has been appointed station 
rs inj/Manager of KROP, 
third |Glen Dunham, who has resigned. 
ears Tom Lehman has joined the com- 
y mercial department of KPRO and 
KPOR. Broadcasting Corp. of 
America has opened a regional of- 
fice at 610 S. Broadway, Los An- 
geles, with Duane Wanamaker as 
Los Angeles branch office mana- 
ger. 


. | lorsheim Signs TV Show 


Florsheim Shoe Co., Chicago, 

Will sponsor “Red Grange Pre- 

Hicts,” a 15-minute football fore- 

copybast featuring the former Illini 

Bar . over ABC-TV, starting Sept. 
2 


wi 


succeeding | 


Korean War Hasn’‘t 
Affected Foreign 
Credit Situation 


New York, Sept. 12—Hostilities 
in Korea have not affected export 
credit terms, according to a con- 
sensus of bank executives and ex- 
port managers attending a confer- 
ence here of the Foreign Credit 
Interchange Bureau. 

Opinions expressed at the meet- 
ing indicate that the situation in 
Europe does not call for credit re- 
striction or removal of consigned 
stocks in countries close to Russia. 

The tendency at present, it was 
said, is to liberalize credit terms 
in Latin America and tighten 
credit terms in the Far East. The 
latter move, however, several ex- 
porters said, is not connected with 
events in Korea but to general 
Far Eastern conditions. 

John F. McKiernan, director of 
the New York regional office 
of the Department of Commerce, 


told the meeting that there have 
been no decisions to reinstitute 
controls on any commodities be- 
cause of short supply considera- 
tions. 


# Caustic soda and soda ash were 
re-controlled, he said, because 
they are strategic materials, and 
Sugar because of advantageous 
domestic prices and other factors. 

George E. Quisenberry, vice- 
president of the McGraw-Hill In- 
ternational Corp., declared that, 
if controls are deemed necessary 
and are imposed, the government 
should make every effort to see 
that items in short supply are not 
eliminated from the export -list 
without first taking them from the 
domestic supply as well. 

He pointed out that the defense 
effort will mean larger imports 
from abroad which must be paid 
for either with cash or goods. Pay- 
ing for them with goods, he said, 
will tend to foster good will, parti- 
cularly in Latin America, where 
the United States was slow to meet 


its ‘export obligations during and 
immediately after the last war. 


Philip Hoppin Joins GE 

Philip B. Hoppin has joined 
General Electric Co.’s air condi- 
tioning department, Bloomfield, 
N. J., as supervisor of advertising 
and sales promotion, Prior to join- 
ing GE, Mr. Hoppin was engaged 
in a supervisory capacity of ad- 
vertising and sales promotion for 
the York Corp., York, Pa. 


71 
KWK Appoints Four 


Russell Kaiser, head of mer- 
chandising and promotion of 

WK, St. Louis, has been named 
program coordinator. He _ suc- 
ceeds Bess Dimpapas, who be- 
comes secretary to Robert Convey, 
president. Fred Mueller, publicity 
director, has been appointed to re- 
place Mr. Kaiser in the merchan- 
dising and promotion post. Lor- 
raine Peck has been named pub- 
licity director. 


BULL’S-EYE SELLING.. 


a key to profit 


If you sell to manufacturers, the special 
tabulations which the United States Census 
Bureau made up at the request and expense 
of Modern Industry will be of interest to 


you. Based 


on this authentic, statistical 


data, we have been able to publish several 


analyses of the 90 key industrial areas giv- 


ing vital information to sales executives for 


the realignment of territories and the re- 


vision of sales quotas. 


It is consistent articles on this and other 


practical, industrial problems that have 


been responsible for the amazing conver- 


sion of Modern Industry’s initial controlled 


circulation of 50,000 to the point where it 
is guaranteeing net paid of 60,000 ABC 
average for the first six months of 1951, 


its tenth year of publication. An executive 


acceptance record unequalled by any other 


AMERICA'S FASTEST 
GROWING 
EXECUTIVE MAGAZINE 


(eee ee ee eee, 


ooo a 


magazine in the manufacturing field. 


Modern Industry, THE MONTHLY 
MAGAZINE FOR EXECUTIVES IN IN- 
DUSTRY, is the only magazine specifically 


edited for top industrial management ex- 


ecutives. It is your most efficient medium 


for effective coverage of the leading manu- 


facturing plants in America. 


Write today for a complimentary copy of our 
new industrial market study, “* New Sights for 
Selling in the ’50s.” It gives a detailed map of 
“Shifting Patterns in Top Retail Markets” 
and the number of * Bull’s-eye” plants in each 
of 90 important industrial areas. 
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$75,000 Ad Effort Boosts New ‘BH&G’ Book’ 


Des Mornes, Ia., Sept. 12—Bet- 
ter Homes & Gardens Story Book, 
a collection of 51 famous children’s 
stories and poems, went on sale 
Sept. 9 backed by a $75,000 ad- 
vertising and promotion campaign. 
Meredith Publishing Co. is the 
publisher. 

The October Better Homes & 
Gardens will carry a four-color 
spread listing 256 leading book 
outlets. To be listed, each store 
placed a minimum order for 100 
copies of the book and agreed to 
promote and advertise the book 
locally. The spread will be fol- 
lowed by a half page in the No- 
vember issue and another four- 
color page in December. 

Large space b&w ads will ap- 
pear in the October issue of Par- 
ents’ Magazine. Book and library 
trade journals will also be used. 


ws One million circulars are being 
distributed through book outlets, 
which have been supplied with 
special display material including 


plastic cut-out figures of charac- 
ters from the book, posters, giant 
books, radio scripts, and circulars. 
TV scripts also have been made 
available. 

Mrs. Betty O’Connor, who owns 
a book store here, selected titles 
and authors for the book, which 
carries more than 600 illustrations. 
Initial print order is 100,000 copies. 


Peter Paul Starts TV Show 


Peter Paul Inc., manufacturer of 
Mounds and Almond Joy candy 
bars, is sponsoring “The Hank Mc- 
Cune Show,” featuring the West 
Coast comedian in a _ half-hour 
situation comedy program, over 
NBC-TV, Saturdays, 7 p.m., EDT. 
— Inc. is the agency for Peter 
Paul. 


Names K. G. Southam V. P. 


Southam Press, Toronto, printer 
and lithographer, has named K. G. 
Southam as vice-president and 
general manager. He succeeds J. 
F,. Hayes, who has been trans- 


ferred to the Montreal office. 


Remington-Rand Film Kit 
Introduced to Dealers 


Remington-Rand Inc., New 
York, has introduced a sound 
slide film kit for training dealers’ 
sales personnel. The film series, 
which covers elements common to 
effective merchandising, advertis- 
ing, promotion, departmentaliza- 
tion and display, stresses the im- 
portance of advertising in com- 
munity newspapers. Key princi- 
ples to be followed in reaching the 
maximum number of prospec- 
tive purchasers also are included. 

The kits and projectors have 
been distributed to the company’s 
35 dealer sales division branch of- 
fices, which will handle requests 
for showings from dealers. 


Fertig Adds Three to Statt 


Lawrence Fertig & Co., New 
York, has made three additions to 
its staff. They are: Richard P. 
Kerr, assistant copy chief, formerly 
with Walter Weir Inc.; Robert J. 
Woods, assistant account executive, 
previously with Kelly, Nason, and 
William Negro, assistant produc- 
tion manager, formerly with Ralph 
H. Jones Co. 


WHOSE 


BUILDING MATERIALS 
SHALL WE BUY 
FOR OUR NEW HOME? 
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LET'S LOOK AT OUR 
HOME OWNERS’ CATALOGS 
AND DECIDE! 


+ 


Th E greatest single factor of influence on buying 
decisions in the billion dollar custom-built housing 


market. 


. . Home Owners’ Catalogs. 


The most effective, most economical distributor of 
consumer sales literature to the greatest number of 
qualified home-planners ... Home Owners’ Catalogs. 


More manufacturers’ consumer catalogs distributed 
via Home Owners’ Catalogs in 1950 than ever before 
—over 2,480,000! 


HOME OWNERS'C 


119 WEST 40TH STREET * NEW YORK 18 © NEW YORK 
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The Eye and Ear Department 


One of this Department’s early enthusiasms is back on the air 
after the summer black-out—Dave Garroway. His show, “Gar- 
roway at Large,” returned over NBC-TV Sunday nights right 
spang in the middle of the August humidity. 

The show is as informal as ever, and with pretty much the 
same cast—including Betty Chappel, who is as nice as ever to 
look at and listen to; Cliff Norton, a sort of Buster Keaton who 
speaks; Connie Russell, with a new hair-do; and Dave himself, 
who has now become so firmly established he is being imitated 
on the amateur programs, along with such old stand-bys as 
Edward G. Robinson, Jimmy Stewart and Peter Lorre. 

The writing is still considerably fresher than that woven into 
many a New York show and the camera work as free, easy, 
mobile and superb as ever. Garroway himself still delivers the 
commercials—and sells Congoleum and Congo-Wall with con- 
siderably more skill and vastly more sincerity than most 
straight commercial men. He reminds you very much of God- 
frey in this respect. You get the feeling he wouldn’t be there if 
he didn’t believe completely in the quality and reliability of 
the stuff. 

After a couple of months of free time, however, you wonder 
why even a show as good as “Garroway at Large” doesn’t re- 
turn with at least something new added—a new feature, a new 
gimmick, an additional experiment in the TV technique that 
carries this still new medium up one or two notches from where 
it was. 

One of the chief faults of radio has been its tendency never 
to forsake what appears to be a sure thing. TV is beginning to 
show this same tendency. The people behind the Garroway 
show have already shown the kind of originality which leads 
you to expect constant new surprises. Maybe they have some- 
thing up their sleeves, to spring before long. This reviewer 
hopes so, because even “Garroway at Large” is going to be up 
against some pretty stiff competition this fall—if one can be- 
lieve all the advance notices he reads. 


Bill 1 


WFAA Suspends FM Service 
WFAA, Dallas, which broad- 


‘Flow’ Appoints Wheeler 


casts on two AM _ frequencies} western editor of Factory Manage- 
(WFAA-820, NBC outlet, and|ment & Maintenance, has been 
WFAA-570, ABC, shared with|named publisher and editor of 


WBAP, Fort Worth), has sus- 
pended its FM service. The FM 
transmitter atop the 30-story Mer- 
cantile Bank Bldg., Dallas, is be- 
ing dismantled. 


Flow, Cleveland, effective Sept. 
15. David Sawyer, formerly with 
Food Industries, will represent 
hang in the Ohio-Michigan terri- 
ory. 


William S. Wheeler, formerly f 
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exans Succeed 
with Tune Ads 
lor Drive-Ins 


| Loncview, Tex., Sept. 13—Two 
joung entrepreneurs, with an idea 
d enough courage to survive a 
pajor defeat, have developed a 
ew movie advertising medium, 
alled Tune Ads, and have ex- 
ended it over a six-state area. 

It was the contrast between a 
nulti-million-dollar Hollywood 
usical and the screechy hillbilly 
usic played over the public ad- 
ress system at a drive-in theater 
before the show that led to the 
dea for Tune Ads. 

Why not, the two friends rea- 
toned, offer the drive-in theater 
nudience music that was up to the 
ttandard of the movie they had 
baid to see—music that was con- 
inuous and easy to listen to? 

In order to pay the freight, they 
easoned further, why not sell 
ommercial time on these pre- 
show musical programs? 


Between the conception of the 
dea and its ultimate success, how- 
ever, two years elapsed. And in 
hose two years, the partners faced 
land were forced to solve a host 
of problems. 

Bill Morrow, a wiry, easy-going 
an in his early thirties, operated 
tthe Colonial Drive-In Theater in 
Longview, which he had opened 
early in 1948. Pete Wolf, a disk 
jockey, had settled in Longview 


; been ja year earlier, after his Army ser- 


itor of 


ice. They met at a luncheon 


. Sept.jmeeting of the Junior Chamber 
y with lof Commerce. 

present? Over a cup of coffee following 
| terri-lthe Hollywood musical, they dis- 


ch 


cussed the contrast between the 
movie and the records which were 
played over the public address 
system before the show. Over a 
second cup of coffee, they worked 
out the basic plan for Tune Ads. 
Next morning, they bought an 
arly model wire recorder, set up 
‘the equipment in Bill’s living 
foom and produced a half-hour 
program, “Colonial Serenade.” The 
recording welcomed the audience 
to the theater and reminded them 
of the refreshments at the snack 
bar. 


@ The partners had little difficulty 
in selling ads to a local oil re- 

ery, a jeweler, a men’s cloth- 
ing store and a used car lot. 

Customers liked the idea and 
dvertisers were pleased by the 
results. Tune Ads of America 
branched out, offering two wire 
recordings to drive-in theaters 
very month. 

Pete left his disk jockey job, 
borrowed Bill’s car and began 
traveling around Texas. By Aug- 
ust, they had signed up 16 drive- 
in theaters. Advertisers willingly 
fame in on the deal. 

But bills began to pile up. Sev- 
@al theater operators were a bit 
irregular about playing Tune Ads. 
Advertisers objected and refused 
bo pay. Tune Ads collapsed. 

Pete took a part-time job with 


sent 
riety 
Dod. 


another radio station. Bill sold his 
new home and paid the outstand- 
ing bills. 


& On Jan. 1, the two partners took 
Jim McCann, an advertising sales- 
man, into the partnership. Jim 
jSuggested a plan whereby the thea- 
ters would buy the special play- 
back units needed to perform Tune 
Ads. He argued that if the theaters 
had an investment in the medium, 
verformances would be more regu- 
ar. 

He also suggested that, after 
duilding up the “network,” Tune 
Ads should solicit region’l adver- 
tising accounts handled by agen- 
cies. Both ideas worked, and the 
“network” slowly expanded until 


SCHWERIN DEMONSTRATES—Among those present when Horace Schwerin dem- 
onstrated the Schwerin Research Co.'s audience research system at NBC Holly- 
wood, were Jack Smock, Foote, Cone & Belding; Mr. Schwerin; William Pringle, 
manager of the Foote, Cone & Belding Los Angeles office; Frank A. Berend, NBC 


western network sales manager. 


it covers a six-state area. 

Current Tune Ads not only of- 
fer commercials, but welcome pat- 
rons to the theater and suggest re-| ment sales. 
freshments at the snack bar. Many 


theater owners report that this last 
feature has been directly respon- 
sible for increasing their refresh- 


Despite the fact that Tune Ads 


became big business, the reels sent 
to theaters still retain a personal 
touch. Even the individual theater 
manager’s name is used in sign- 
ing off, plus a be-careful-while- 
driving-home message. 

The originators of Tune Ads 
predict that national advertisers 
will soon reeognize the value of 
reaching families visiting drive-in 
theaters with their advertising 
messages. Although they now cover 
only a six-state area, contracts 
are being considered with theaters 
in California and Florida. 


Prockter to Make TV Films 

Prockter Syndications Inc. has 
been formed in New York to 
create, develop and produce films 
for television to be sold to local 
and regional advertisers. Bernard 
J. Prockter is president, Bernard 
Solomon has been named vice- 
president in charge of distribution 
of the films. The new company, 
with offices at 221 W. 57th St., is 
a subsidiary of Prockter Produc- 
tions Inc., which produces radio 
shows. 


73 
' Offers Industrial Films 


Association Films Inc., 35 W. 
45th St., New York, is making 
available to exhibitors, free of 
charge, more than 100 industrially 
sponsored films. Sponsors of the 
movies include General Electric 
Co., General Mills, Bell Telephone 
Co., Great Atlantic & Pacific Tea 
Co. and Metropolitan Life Insur- 
ance Co. 


ay tv FILMS 


TV FILM FOR 
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film prices. 
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98.4% Accuracy of Donnelley ‘Occupant list” 


Makes Couponing-by-Mail Pay Off! 


roducing medium. You can make a test anywhere 


Fundamental to the success of any direct-by-mail 

sales effort is an accurate list of potential pros- 

ts. And that is exactly what many clients are 
nding in the Donnelley “Occupant List.” 

One client—with an established household prod- 
uct—found, in a recent test mailing to this list, 
that he was able to up his sales 18%! Another— 
with a relative new product in its field—upped 
his sales an amazing 42%! 

A primary factor in obtaining these outstand- 
ing results is the high degree of accuracy found in 
the Donnelley “Occupant List”—98.4% on a 
nation-wide basis! Over 35 Million Addresses 
Are Available on this List, which has cost well 
over a million dollars to compile, and on which ad- 
ditional money is being expended every day, to 
maintain the high degree of accuracy for which 
this list is noted. Don’t let these big figures scare 

ou, however! The cost to you for using this list 
is a small fraction of its original cost. 

The successful use of the Donnelley “Occupant 
List” by manufacturers of food items, household 
products, cosmetics and other lines, warrants a 
small expenditure on your part to determine if 
you can enjoy the same results with this quick- 


350 E.22nd ST. 
CHICAGO 16, ILL 


in the nation. Any city, any neighborhood in a 
city, any town, hamlet or rural route can be 
reached with our “Occupant List” . . . the most 
complete and accurate mailing list ever compiled! 

Get in touch with your nearest Donnelley 
office and learn more eae how couponing-by- 
mail might be just the sales stimulus you have 
been looking for. 


Other Donnelley Services Include: 


® Dealer Help Mailings—including planning, 
supplying of mailing a ae ealer im- 
printing, addressing, scheduling and mailing. 


© Contest Planning and Judging—supported 
by years of experience in handling the nation’s 
major contests. 

® Mail-Away-Premium Service—executed by 
an expert staff, geared to handle large volumes, 
quickly and efficiently. 

® Selective Market Mailings—proved by ex- 
haustive tests, national, regional, and local 
campaigns. 


THE REUBEN H. DONNELLEY CORPORATION 
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Advertising ina War Economy... 


In 1942 Wartime Stage, Advertisers 
Changed to New Educational Themes 


New York, Sept. 15—Remember 
1942? ; 

In the Philippines, a small band 
of American soldiers was slowly 
retreating into the peninsula of 
Bataan. The Navy was moving 
south, fighting delaying actions. 
Rommel was rolling roughshod 
across Africa, and American busi- 
ness was in the throes of conver- 
sion. 

From the back files of Apver- 
TISING AGE in that stormy year, the 
stories which follow are drawn, 
each depicting how some company 
met the challenge—and used its 
advertising to maintain its place 
in our economy. 

General Motors Acceptance 
Corp. announced in a series of 
newspaper ads a new plan of re- 
pairs and accessory financing to 


help make consumers’ cars “last 
and last and last,” and Firestone 
Tire & Rubber Co. used newspa- 
pers to urge tire conservation and 
to offer its new “victory tire” 
made from reclaimed scrap rub- 
ber (AA, Jan. 5, ’42). 


s International Harvester Co. used 
1,350-line ads in 35 daily news- 
papers in the 18 cities where 
IHC plants were in operation, to 
tell of its united purpose as a com- 
pany. The ads were signed by 
Fowler McCormick, president, and 
44 union executives and plant 
superintendents (AA, Jan. 5, ’42). 

Great Atlantic & Pacific Tea Co. 
ranged itself behind government 
agencies endeavoring to curb food 
prices by outlining a program of 
company cooperation in an ad that 


was run in 3,000 newspapers (AA, 
Jan. 5, ’42). 

Aluminum Co. of America, in- 
stead of curtailing or dropping its 
advertising and promotional ef- 
forts, in spite of the fact that it had 
no civilian goods to sell, announced 
that it would spend as much in ’42 
as it had in °’41. It coined the 
phrase “imagineering for the fu- 
ture,” and was among the first of 
the industrial companies to start 
talking about postwar develop- 
ments (AA, Jan. 12, ’42). 


s Chicago & North Western Stages 
and Union Pacific Stages used 
newspapers to play up the tire 
thrift theme, and urged travelers 
to use buses to “save your car for 
the times when you really need 
it” (AA, Jan. 12, 42). 

The urgent need for conserva- 
tion and avoidance of waste was 
emphasized in the campaign 
launched by Maiden Form Bras- 
siere Co., which emphasized the 
wearing quality of its product in 
24 magazines and 85 newspapers. 
(AA, Jan, 12, ’42). 

CIBA Pharmaceutical Products 


Prominent Users of Strathmore Letterhead Papers: No. 89 of a Series 


“The house 
that Ruth built,” 
the Yankee Stadium, 
has been the setting 
for 14 World Series, 
12 of which have been 
won by the Yankees, 


Strathmore bats them 


out of the park for the Yankees 


People with the championship habit of mind, like the New York 
Yankees, naturally turn to leaders to represent every phase of their 
business...choose Strathmore’s expressive letterhead paper for their 


correspondence, 


Letterheads are an important detail to any organization that wishes 
to be recognized as a leader in its field. They often give a prospect 
his first insight into the quality and character of your firm. The 
design, the feel of the paper itself, all contribute to the response the 
recipient makes to your message. 


Have you reviewed your letterhead lately? Does it do full justice to 
your firm today? Why not have your letterhead supplier submit new 
designs on Strathmore Paper? You'll find that your message, too, 
can carry a picture of an alert, progressive company. 
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Co. took its message direct to con- 
sumers for the first time in its 
history with an institutional cam- 
paign in Time (AA, Jan. 12, ’42). 

International Business Machines 
Corp. released an_ institutional 
campaign in a record total of 
1,639 newspapers and 15 maga- 
zines to stress the nation’s unity 
of spirit in the war effort. The 
newspaper list covered every Eng- 
lish language daily in the country 
(AA, Jan. 12, ’42). 


s Elon Borton, chairman of the 
board of the Advertising Federa- 
tion of America, and advertising 
manager of La Salle Extension 
University, told the Advertising 
Club of Boston that “we must tell 
people through advertising how to 
make scarce articles last longer, 
how to buy better, how to use 
goods made of materials not need- 
ed for defense. We must help find 
and promote substitutes, we must 
prepare people for shortages, we 
must discourage hoarding and 
hysteria in buying. We must de- 
velop and popularize simplified 
styles and products. We must help 
the public to understand and ad- 
just itself to war merchandising 
conditions. We must help busi- 
ness understand its share in this 
national emergency. 

“Tell them in advertising what 
business is doing,” he urged. “Tell 
them simply as a matter of fact, 
not boastfully. Tell them also what 
business is doing to prepare for 
the postwar adjustment. Scores of 
advertising leaders are already 
doing this effectively in their ad- 
vertising—hundreds more must 
follow suit” (AA, Jan. 19, ’42). 


ws The Red Cedar Shingle Bureau 
launched a newspaper, farm and 
business paper campaign to show 
the advantages of red cedar 
shingles as an available, non- 
critical roofing and sidewall mat- 


erial (AA, Jan. 19, '42). 

A survey made by the Nationa) 
Industrial Advertisers Assn. am 
more than 300 industrial advertis. 
ers revealed that “American indus. 
try, especially that part of it rep. 
resented by medium-sized com. 
panies, is taking the long view jn 
its advertising program and jg 
maintaining and even expanding 
promotion plans with a view to 
postwar benefits” (AA, Jan. ig, 
42). 

Despite a future clouded by pri- 
orities which might conceivably 
affect both its packaging and aa 
vertising, Derby Foods Inc. ip- 
creased its advertising budget 20%, 
aimed at reaching 75% more con- 
sumers (AA, Jan. 19, ’42). 


s The American Assn. of Railway 


Advertising Agents affirmed ag 
need for continued railroad adver. 
tising to strengthen America 
through travel, and Andrew VW, 
Neally, executive vice-president of 
Gardner Advertising Co., told the 
association’s St. Louis meeting, 
“We’re in a sellers’ market 
there has never been a sellery 
market which was not followed by 


buyers’ market. 

“Successful business,” he de- 
clared, “must for permanent suc. 
cess, build customers, not just a 
sale—must build friends, not j 
casual acquaintances” (AA, Jan, 
26, 42). 


ADVERTISING AGE, told the Cleve- 
land Advertising Club that the 
war presents six major tasks for 
advertising. In broad outline, he 
enumerated these as follows: 


ws 1. First and foremost, advertis- 
ing must be used to speed govern- 
mental accomplishment in_ the 
drive for victory. 

2. Second, and equally impor 


tant, is the job which advertising 


HOW 
buying 
stock « 


is pla; 
play ir 
ductior 

3. A 
as poss 
civiliat 


the longer and deeper curve of 4] tional | 


find n 


G. D. Crain Jr., publisher of] which 


a 2 
busine: 
when 
Americ 
dividu:z 
opporti 
tain th 
and th 
come ' 
and ec 

6. A 
ness in 


The Hooper May-June Index fol 


ditions 
keep b 
kets tc 
after tl 
42). 
Othe 
bear rf 
1950— 
|jsues. 


How 
Cau 
in Si 

CHIc. 
of cons 
ing’ fc 
which | 
er pric 
equatic 
much ; 
C. Niel 
issue 0! 
sen Re 

Ther 
ever, tl 
erase 0 
back it 
is ove 
goods, 
20 bacl 
the sca 
ion tra 
in hor 
very r 
with tl 
conditi 


= The 

typical 
ords ¢ 
buying 


Strathmore Letterhead Papers: Strathmore Parchment, Strathmore Script, Thistlemark 
Bond, Alexandra Brilliant, Bay Path Bond, Strathmore Writing, Strathmore Bond. 
Envelopes to match converted by the Old Colony Envelope Company, Westfield, Mass. 


STRATHMORE =" 


OF FINE 
PAPERS 
Strathmore Paper Company, West Springfield, Massachusetts 


CBS stations places WBNS first in 
share of audience . . . Anothe! 
proof of this station's outstanding 
popularity in central Ohio . . . An 
other convincing demonstration 0 
how advertisers get greater val 
for their money on WBNS plu 
WELD-FM. 
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8, 1989 BAdvertising Age, September 18, 1950 ‘ ° 
25% below normal. And the con- 
lationa) tinuing high level of home con- 
among = sumption lifted consumer sales 
ivertis. after the excess home stocks were 
FACTORY SALES . 
ine ANALYSIS OF = ue with bg: ee — il 8 ££ 
it rep. TYPICAL s must inevitably follow ’ 
J = POST-SCARE-BUYING ‘ ral the upward trend. a alo § 
and is a .. ISSUES ‘SHORTAGE-TESTED’ 
anding ; Pahl ADVERTISING IDEA BOOK — 
fie pe 105 we New York, Sept. 13—Grey Ad- a sid 
» D, vertising Agency has published a ve we 
ee’ special bulletin containing 117 : Newspaper 
b TRADE STOCKS shame 70 ; , ; 
Y pri- _ KS “shortage-tested ideas” used in 
eivably ened Ot 0 1942 and 1943 by advertisers faced 4 
ind ad we 2 with shortages ‘of mnenchandiee. : 28 4 000* SUNDAY CIRCULATION 
at a The bulletin includes ideas on aa f 
{ CHART A ad how to advertise when your line ae 
re con- Je NORMAL -te—SCARE BUYING —sfe—CATCH.UP__o] NORMAL is in short supply; how to mer- a AND GROWING EVERY WEEK 
chandise a line that is unable to & 
catch up with demand; how to ‘Blankets the great 8-county market of W 
HOW SCARE BUYING HITS—This Nielsen chart of a typical instance of scare | handle salesmen when more or- >) Seek where xeore people ae lea abies ae 


buying shows how factory sales rise almost vertically as dealers and consumers | ders are embarrassing: and how 
stock up at the beginning of a “scare” period, then fall well below the other lines | +, fen 0 when Seo mb be 
as the condition rights itself. 


of 17 states. In selling 
this market of 1,400,000 


¥ states,and where retail salesare greater than in anyone 
squeezed out of promotion. 2 


is playing and will continue to 
play in the great task of war pro- 
duction. 

3. Advertising must ease, as far 
as possible, the shock of war on the 
civilian population and on the na- 
tional economy. 

4. Advertising must keep “our 
individual enterprises in sound 
condition, find new channels of ac- 
tivity for those businesses whose 
normal channels have been block- 
ed by shortages of materials, and 
find new markets for products 
which can still be made.” 

5. Advertising must explain 
business to the public, so that 
when the emergency is over 
American free enterprise and in- 
dividual initiative will have an 
opportunity to “produce and main- 
tain the high level of prosperity 
and the wide distribution of in- 
come which are America’s social 
and economic goal.” 

6. Advertising must help busi- 
ness in planning for postwar con- 
ditions, explore new markets and 
keep business in contact with mar- 
kets to which it hopes to return 
after the emergency (AA, Jan. 26, 
42). 

Other stories of 1942—which 
bear remarkable resemblance to 


>x fot 
irst in 
other 
nding 


ion 
val 
) plu 


HI0 


1950—will follow in subsequent is- 
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How Scare Buying 
Causes Distortions 


in Sales Pictures 


Cuicaco, Sept. 13—“The suction 
of consumer and trade ‘scare buy- 
ing’ following any development 
which threatens shortages or high- 
er prices:can throw the supply 
equation out of balance just as 
much as a run on the bank,” A. 
C. Nielsen Co. says in the current 
issue of its house organ, “The Niel- 
sen Researcher.” 

There is one difference, how- 
ever, the publication says: “In the 
erase of the bank, money filters 
back into deposits after the scare 
is over. But with consumption 
goods, the merchandise does not 
0 back to the manufacturer when 
ithe scare subsides. It has piled up 
on trade floors and shelves and 
in homes, and thus represents a 
very real threat to factory sales 
with the return of more orderly 
conditions.” 


= The publication analyzes a 
typical situation based on its rec- 
ords of before-and-after scare 
buying since September, 1939: 

“1. Due to scare-buying condi- 
tions, the factory sales of this 
product rise 25% (from 160,000 


‘| cases per month to 200,000). 


“2. Catch-up of demand causes 
a rapid (two-month) decline to 
105,000 cases, followed by a steady, 
seven-month decline to 70,000 
cases—a total drop of 65%.” 

Under these conditions, Nielsen 
Says, the manufacturer at first 
thinks that trade stocks have de- 


2 , ~| The study is available without your dollar in i ; ’ 
clined a bit and consumer sales! charge, but only to executives with ne Sie Say. See BU FFA LO 
are off a bit, but the long continua-| organizations that are national ad- _ impact on the families 
tion of the downward line finally | yertisers and to advertising media with more money to 0 Uy c Y 
forces him to conclude that com-| people. ‘spend. : 
petitors are stealing his market. Lawrence Valenstein, president deg 2 ss EX PRESS 

of Grey, also made it clear that Poet o " 

s What actually happened, Niel-| publication of the study does not It Gets Results sf teins cha 
sen says, is that during the scar-| mean that Grey believes there will a BECAUSE SBORN, SCOLARO, MEEKER & SCOTT 
city boom trade stocks rose from! be widespread shortages—on the a ae 
1.5 months supply to four months| contrary, the agency says it is “far aie It Gets Read Thoroughl 
supply, and then in the catch-up| from fully convinced that short- ‘yr tes @ : See fay 39 . a | 


period fell to two months supply. | ages will be as acute for the re- 

At the same time, while factory | mainder of 1950 and even in 1951 
sales declined 65% in the catch-| as majority opinion now accepts 
up period, consumer sales fell to | as inevitable.” 
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...and, so we offer Faithorn Complete Service in a Time-Saving loca- 
tion—in the center of the Advertising Agency district. 


. .. modern equipment, ample facilities, skilled craftsmen. 


. . . ready any hour of the day, or night, to expertly handle yout adver- 
tising in its final phases; plates, type, the press. 


. .. Ad-Setting, Engraving and Printing—all important elements of the 
Graphic Arts —at their best, centered in ONE place —at your finger- 
tips. The new modern way to get things done... right and quickly 


THE FAITHORN CORPORATION 


PRINTING 400 NORTH RUSH STREET - CHICAGO 11, ILLINOIS 
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‘ H the beginning and end of each pro-| pliance sales features are shown 
Electric Appliance gram. in a cooking demonstration. How- T 
H Brand names are stressed when-| ever, brdnd names are not given. 
TV Demonstration ever possible, and the show is built Approximately 20 hours are " M 
around the performance of a| needed to prepare each program, : ; T 
Methods Told by 2 particular appliance. For the dem-| Mrs. Hanford said. Menus must PAdS ee: l 
MANSFIELD, O., Sept. 12—The! onstration to dealers, the show] be planned, recipes tested and cue ‘ +, ae 
use of television as a medium of| featured the Westinghouse Rancho] sheets and equipment sheets have L od tt ae (< 
selling a mass audience at low/range and demonstrated various| to be written. The first rehearsal al ee rams 
cost was demonstrated recently | cooking methods. is made at the company kitchen, iL r less 
to appliance dealers here for a} The last five minutes of the| while the second is held in the tatior 
Westinghouse Electric Corp. home| show has a quiz called “What’s| TV studio the morning of the work | 
service conference. Cooking?” in which the winner | telecast. TREVELLYAN OLDSMOBILE ONC. 215 S.cAPrrot ave. ticula 
Marion Ryan, assistant director,| receives a small appliance as a Both Detroit Edison and Phil- . to wo 
home service division, Detroit Edi-| prize. adelphia Electric measure viewer for thi 
son Co., presented a mock staging response by requests for recipes. 
of the TV selling program used by| # Florence P. Hanford, supervisor] The Philadelphia company av- ; s Am 
her company. Called “Kitchen! of home economics, Philadelphia| erages 1,500 to 1,700 letters a week start s 
Carnival,” the Detroit Edison show | Electric Co., described the institu-| and Detroit reports about 1,000 grams 
uses a model kitchen as a stage| tional type of program sponsored | letters weekly. Pa month 
setting, while a carousel display-| by her company. A kitchen setting] Both companies hope to dem- Birmi! 
ing three appliances revolves at|is used as background and ap-| onstrate laundry equipment this co gees lotte 
fall, but so far the programs have Daven 
been limited to ranges, refrigera- Minne 
tors and home freezers. Kansa 
3 Nas! 
To a sponsor’s wife Fairchild to Export TREVELLYAN OLDSMOBILE.INC. 315 s.caPrrou ave. Bloom 
va, te Photo-Electric Engraver be Ser 
who doesn’t “know a thing | _ Faircnita Camera & Instrument netwo: 
Hy ees Re be yer ° ~f HALF AND HALF—Oldsmobile Division of General Motors is -usi lit posti ATET 
e e expo 1e wl its oto- ea: ofors is using a@ spl sti 
about advertising, but. “- 33 pond pane. F. V. ai schedule featuring both the Rocket engine and Hydra-Matic qe co 4,000 Sool vately 
rich, export manager, is leaving for| "95s the country. Half the boards used by local dealers carry one message, and tions. 
Europe, where he plans to demon- the remainder carry the other. Witl 
strate and offer the engraving ap- no lo! 
paratus in Norway, Sweden, Den- Johnston to Be Keynote reau, chann¢ 
er ten hast Seai| Speaker at Tea Convention |" Mé. Johnston wil address the Ht, 
shown. Eric Johnston, president of the ton ae & the “partnership mar- | © eae 
The engraver will be offered in| Motion Picture Assn. of America, keting aspects of the Tea Coun- | ne ne 
other ccuntries, especially in Latin | and former president of the Cham- | “il’s current advertising and sales | New 
America, he said, as soon as ex-| ber of Commerce of the U. S., will | Promotion campaign to push tea | statior 
perience is gained in operating| be the keynote speaker at the fifth | Sales in this country. Growers and | Chicas 
under conditions in specific coun-| annual tea convention, Oct. 1-4,| Packers have contributed $1,600,- | geles, 
tries. More than 340 of these en-| at the Greenbrier, White Sulphur | 900 to the tea promotion fund. Leo | due o 
graving machines are already in-| Springs, W. Va. The convention is| Burnett Co., Chicago, handles the | route 
stalled in newspaper plants in the} sponsored jointly by the Tea Assn. | advertising campaign (AA, Feb. | liest, a 
United States. of the U. S. A. and the Tea Bu-| 13). table.) 
es Inc 
pany r 
nels fc 
“ 9 ° live h 
: We'll boost returns with in the 
: Darling, when you throw a party you know aie ta 
a just where to look to rent a canopy (under = &: nuelofres 
i. “Tents,” of course). Mr. Billingsley’s electric SELF-SEAL ~ ag 
ay eye at the Stork opens automatically when other 
. your entourage turns into 53rd street. Pancho Louisv 
at the Pierre gives you his old guitar strings. The 
You understand The Cocktail Party and tween 
wouldn’t be caught dead without tickets to somew 
: . more 
the next Hammerstein opening. But when py 
your spouse talks about markets and you’re in al se 
there cat quick telling him to advertise only Memp 
in the big cities, that’s the time for you to netwo! 
samba back to Tiffany’s. via St. 
Because, sister, big city markets exclude lowa oe 
and that’s unhealthy for your husband’s netwo! 
business, whether he makes money bags or ane 4 
publishes text books. The nation’s best Chicag 
customers grow on Iowa farms. In 72 of > cuit. 
Iowa’s 99 counties, farm families spend at least This 
han the national average. jo ay Ae “4 that ar 
50% more money than : Tag be Sy Your prospect is ready to “send check or the fa 
That’s the heaviest concentration of big- ~ money order in the enclosed envelope . . .” the ca 
spending farm counties in the U. S. And, He looks at the envelope: “A SELF-SEAL... of op’ 
in the book department, lowa’s literacy rating : no licking required . . . that’s considerate of made 
of 99.2% ranks first in the nation. them... OK!” partial 
But agricultural Iowa is only half the story. > Every little thing counts in Direct Mail 
edeowiel Iowa accounts for almost half of Pass one dry _. and Mail Order Advertising. And it doesn’t Pie 
the state’s $4-billion-plus annual income of “Wheres 1 take much of a boost in returns to justify the obtain 
individuals. , use of a 63% Self-Seal return envelope. Test ion ot 
it on your next mailing: half your usual style a gre 
Why tell you these things? Shucks, honey, ) and half SELF-SEAL. fone 
unless you happen to be from Eastern Iowa , h no 
you might not ee rer a fat job i. + 
does hereabouts. And, bless your cute little ® . two or 
heart, somebody has to pay your bills. We’re Self-Seal Business Envelopes In ¢ 
just trying to help you make it easy for Papa. the bil 
Your Secretary will go for SELF-SEAL has b 
Commercial Envelopes for regular corre- tion cl 
spondence. Ask your printer or paper mer- b&w | 
chant for samples, or write direct to us. NBC 
oe facilit: 
‘ 35 ste 
600 KC affilia 
"aOR oF wags 
in the 
5000 WATTS Washi 
CEDAR UNITED STATES ENVELOPE COMPANY —s 
RAPIDS CAA 7%. General Offices: SPRINGFIELD 2, MASSACHUSETTS pre 
DIVISIONS FROM COAST TO COAST affilia 
BASIC COLUMBIA NETWORK Bin, 
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rams, they slug it out on a more 
r less equal footing, but when the 
tation goes live, whichever net- 
work secures the cable for a par- 
ticular time doesn’t, as a rule, have 
to worry about station clearance 
for that time. 


s Among the cities which will 
start seeing live TV network pro- 
grams via the Bell System next 
month are Jacksonville, Atlanta, 
Birmingham, Greensboro, Char- 
lotte, Indianapolis, Louisville, 
Davenport, Rock Island, Ames, 
Minneapolis, St. Paul, Omaha and 
Kansas City. 

Nashville, Huntington and 
Bloomington also are expected to 
be September additions to the live 
network. They are joining the 
AT&T hookup on temporary pri- 
vately owned radio relay connec- 
tions. 

With a few exceptions, there is 
no longer a shortage of AT&T 
channels to accommodate the num- 
ber of stations on the air. Four 
channels are available to carry 
network programs originating in 
New York into the only two four- 
station markets, Washington and 
Chicago, for example. (Los An- 
geles, a seven-station city, is not 
due on the cross-country video 
route until late 1951 at the ear- 
liest, according to the present time- 
table.) 


s In other words, the phone com- 
pany now provides as many chan- 
nels for video use to cities on the 
live hookup as there are stations 
in the city—with three exceptions. 
Two-station cities, Atlanta, Bir- 
mingham and Louisville, will be 
served by only one channel when 
they are added to the linkup. An- 
other circuit will be added for 
Louisville in December. 

The juggling of TV markets be 
tween four networks might be 
somewhat simplified if there were 
more than one channel available 
for video on legs of the cable serv- 
ing one-station cities. For example, 
Memphis, which is attached to the 
network from Chicago southward 
via St. Louis, must choose the live 
programs carried by St. Louis, 
if that station is carrying a live 
network feature at the same time, 
since there is only one southbound 
Chicago-St. Louis-Memphis cir- 
cuit. 

This does not mean, of course, 
that an in-between station dictates 
the fare of another on the end of 
the cable; when actual differences 
of opinion arise, an attempt is 
made to resolve them in an im- 
partial manner. 


= Other considerations weigh 
heavily in the network battle to 
obtain station allegiance. Affilia- 
tion claims alone mean little, since 
a great many stations belong to 
four networks. The question is 
which gets preference when a sta- 
tion must choose between one of 
two or more good sponsored shows. 

In actual practice, as a look at 
the billings figures will show, NBC 
has been the pace-setter at sta- 
tion clearance. An early booster of 
b&w TV in preference to color, 
NBC forged ahead with station 
facilities. Its station list includes 
35 stations operated by its AM 
affiliates. In addition, National 
has owned and operated stations 
in the key cities of New York, 
Washington, Chicago, Cleveland 
and Hollywood. 

In 32 of the 49 cities on the live 
networks (as of Oct. 1), there are 
stations owned by NBC or its AM 
affiliates. 

There are 40 one-station mar- 
kets in TV (counting WSM-TV, 
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TV Cable Allocations 
Tug of War Looming 


Nashville, due on the air this 
month). Nearly half of these sta- 
tions are owned by sister AM sta- 
tions affiliated with NBC. 


s A major point of dissension in 
the fall cable allocations is the 
New York to Boston leg of the ca- 
ble. Boston has two stations and is 
serviced by two AT&T channels 
for transmitting telecasts. One of 
the two stations—WBZ-TV— is the 
video outlet of WBZ, National’s ra- 
dio affiliate; the city’s other TV 
station, WNAC-TV, must be 
shared by ABC, DuMont and CBS. 

Preoccupied somewhat with the 
battle over color telecasting, Co- 
lumbia Broadcasting System had 
only one o-and-o TV station, 
WCBS-TV, New York, when 
caught in the freeze. It has since 
acquired part ownership c ‘ WOIC- 
TV, Washington, and KTTV, Los 
Angeles. Seventeen Columbia-af- 
filiated radio stations are in the 
telecasting business. 


s American Broadcasting Co. also 
lists 17 TV stations owned by its 
AM affiliates. The network is able 
to profit from assured station 
clearance in New York, Detroit, 
San Francisco, Chicago and Los 
Angeles, on its o-and-o stations. 
Unlike the other three com- 
panies vying for the favor of local 
station managers, DuMont has no 
friends carried over from radio, 
never having been in that business. 
The network does, however, own 
stations in New York, Washington 
and Pittsburgh. WDTV is Pitts- 
burgh’s only station and carries 
programs of all networks. 


s To find out how the picture of 
station clearance is shaping up for 
fall, AA asked the networks for 
approximate figures on station 
lineups for major shows. 

The figures are estimates based 
sometimes on last year’s actuali- 
ties, sometimes on the year’s hopes. 
In every instance, they may 
change tomorrow; they are all 
dependent on cable allocations 
after Sept. 30. Except in cases of 
sponsorship by a company with 
limited distribution, the number 
would probably be higher if the 
network could clear the time. 

At NBC, station numbers on 
some of the top programs look like 
this: “Colgate Comedy Theater” 
(the new competition for CBS’ 
“Toast of the Town”), 52 stations, 
37 live; “Philco Playhouse,” 60 
stations, 30 live; “Voice of Fire- 
stone,” 24, all live. 


s “Lights Out” (Admiral), 42 sta- 
tions, 26 live; “Lucky Strike 
Theater,” 26 live, kinescope list 
to be added in October; “Texaco 
Star Theater,” 38 stations, 22 live; 
“Fireside Theater” (P&G), 26 sta- 
tions, all live; “Circle Theater” 
(Armstrong), 34 stations, 27 live; 
“Kraft Theater,’ 41 stations, 26 
live; “We the People” (Gulf), 38 
stations, 25 live. 

“Versatile Varieties,” 21 live sta- 
tions, 15 kinescoped to be added 
soon; “Big Story” (Pall Mall), 38 
stations, 27 live; “Amateur Hour” 
(Old Gold), 55 stations, 28 live; 
Kay Kyser (Ford Dealers), 46 sta- 
tions, 28 live; “Martin Kane” (U. 
S. Tobacco), 31 stations, all live. 


w One of ABC’s oldest telecasts, 
“Stop the Music,” is a leader in sta- 
tion clearance; Old Gold’s portion 
of the giveaway is carried on 57 
stations, 30 of them live. Admiral 
airs its half of the show on 30 sta- 
tions, all live. 

Station counts on other American 
programs: “Dodge Theater,” 30 
stations, 9 live; “T-Men” (Chrys- 
ler), 37 stations, 15 live; “Chance 


of a Lifetime” (Bendix), 40 sta-| 
tions, 9 live; Don McNeill (Philco), | 
21 stations, eight live; “Holiday 
Hotel” (Packard), 27 stations, | 
eight live; “Football Huddle” (Sun | 
Oil), 12 stations, 4 live; “TV Teen | 
Club” (American Dairy Assn.), 8 
stations, 7 live. 


s Stations lineups on top DuMont 
shows show (here again these ad- 
vertisers generally want more sta- 
tions and the network hopes to de- 
liver them): Drug Store Televi- 
sion Productions’ “Cavalcade of 
Stars” and “Cavalcade of Bands,” 
18 and 20; Allen B. DuMont 
Laboratories’ Morey Amsterdam, 
37 stations, 15 live; Esquire Boot 
Polish’s “Hold That Camera,” 25 
stations, 13 live; Food Store Pro- 
gram Corp.’s “Star Time,” 32 sta- 
tions, 12 live. 


s Approximate figures for station 
coverage on some of CBS’ lead- 
ing programs: “This Is Show Bus- 
iness” (Lucky Strike), 57 stations, 
20 live; “Toast of the Town” (Lin- 
coln-Mercury), 35 stations, 20 live; 
Godfrey’s “Talent Scouts” (Lip- 
ton), 17 stations, 12 live; “Studio 
One” (Westinghouse), 47 stations, 
27 live. 

“Godfrey & His Friends” (sev- 
eral sponsors), 54 stations, 35 live; 
Ken Murray (Anheuser-Busch), 
57 stations, 35 live; “Ford Thea- 
ter,” 22 stations, all live; “Amm- 
i-dent Playhouse,” 16 stations; 
“Beat the Clock” (Sylvania), 25 
stations; “Conflict” (Bymart), 30 
stations. 


Editor’s Note: This is the first of 
two articles dealing with the strug- 
gle for coaxial cable time, on 
which much of the future of tele- 
vision, and its possible use by ad 
vertisers, depends. The second 
article, to appear Sept. 25, will 
deal with afternoon programming. 


GEORGE H. GROUT 


HarTForD, Sept. 13—George H. 
Grout, 72, vice-president and di- 
rector of Day Publishing Co., New 
London, Conn., which publishes 
the New London Day, died here 
yesterday. 

Mr. Grout joined the newspaper 
almost 50 years ago, held news ex- 
ecutive positions for many years 
and more recently was assigned as 
librarian. 


ROY SHANNON 


ELKHORN, WIs., Sept. 12—Roy A. 
Shannon, 49, president of the Roy 
A. Shannon Advertising Co., St. 
Louis, died here Sept. 4, of cere- 
bral hemorrhage, after becoming 
ill while he and his family were 
vacationing at Lake Geneva, Wis. 

Mr. Shannon had been active in 
St. Louis advertising circles for the 
past 25 years and founded his own 
advertising agency three years ago. 


F. B. ETTER 

BIRMINGHAM, MIcH., Sept. 12— 
F. B. Etter, 63, Detroit advertis- 
ing representative of the New 
York Times, died in his sleep last 
night at his farm near here at 
Walled Lake. 

He was a widely known veteran 
in the field of automobile adver- 
tising. He had been with the Times 
since 1938 when the newspaper 
opened its own office in Detroit. 

A native of Halifax, Pa., Mr. 
Etter attended the University of 
Pennsylvania and joined the ad- 
vertising staff of the North Amer- 
ican in Philadelphia. Later he 
joined Woodward & Kelly in De- 
troit, representing the Chicago 
Daily News and the Cleveland 
Plain Dealer in the automotive ad- 
vertising field. 


EDWARD A. FOX 

Cuicaco, Sept. 14--Edward A. 
Fox, 46, sales representative for 
Macfadden Publications Inc., died 


here yesterday. He had been as- 
sociated with Macfadden for od 
years, 


ANNOUNCEMENT--Electric of 

Chicago is ing the opening of the 

Electric Cooking Institute with this ad in 

the Chicago Tribune Sept. 18. Similar ads 

will appear throughout the week in other 

Chicago newspapers. J. R. Pershall Co. is 
the agency. 


ABC Bucks Legion 
over Gypsy Rose; 
Wicker's Show Off 


New York, Sept. 15—If Gypsy 
Rose Lee is concealing anything— 
political, that is—American Broad- 
casting Co. wants to know aboui 
it, but meanwhile her new radio 
show will go on the air as sched- 
uled. 

This was the network’s reaction 
to a protest from the Illinois de- 
pariment of the American Legion, 
which objected to the strip teaser 
turned actress as mistress of cere- 
monies of a new show, “What 
Makes You Tick?” because of her 
alleged pro-Communist leanings. 

Edward Clamage, chairman of 
the anti-subversive committee of 
the Illinois department of the Le- 
gion, wired the group’s complaint 
against Miss Lee to the network. 
In a speech in Chicago this week, 
he indicated that the charges 
against the performer were based 
on “Red Channels,” a list of 150 
allegedly leftist radio and TV per- 
sonalities compiled by “Counter- 
attack,” the anti-Communist news 
weekly. 


Assn. 


s This is the second time in re- 
cent weeks that this three-months- 
old publication has inspired pro- 
tests against radio talent. The book 
became a big seller along Madison 
Avenue two weeks ago after the 
dismissal of Jean Muir from the 
TV cast of “Henry Aldrich” fol- 
lowing protests by groups using 
“Red Channels” to bolster their 
pro-Communist allegations. 

After postponing the debut of 
the show one week, General Foods 
Corp. bought up Miss Muir’s 18- 
week contract rather than sponsor 
a “controversial personality” on 
the air. Miss Muir has vehemently 
denied all accusations made against 
her. 

In replying to Mr. Clamage and 
the Legion, Robert E. Kintner, 
president of ABC, pointed out that 
Miss Lee, as an officer of the 
American Guild of Variety Artists, 
had signed a sworn affidavit deny- 
ing any past or present Commun- 


ist associations. 

“If you have any evidence to 
the contrary, please advise me,” 
Mr. Kintner concluded. 

Mr. Clamage’s answer to ABC’s 
wire presented no new evidence 
and the program is set to start to- 
morrow at 9 p.m., EDT, as origi- 
nally planned. Since it is a sus- 
tainer, no advertiser or agency is 
involved in the decision. 


ws Another name in “Red Chan- 
nels,” Ireene Wicker, made the 
news this week. On her return from 
Europe, the veteran children’s ra- 
dio artist told the New York Times 
she considers the cancelation of 
her TV show, “The Singing Lady” 
(ABC) by Kellogg Co. at this time 
a “curious coincidence.” 

A spokesman for the company 
characterized the move as “simply 
a matter of business,” according 
to the Associated Press. 

American Federation of Radio 
Artists is spearheading a movement 
for constructive action designed 
to meet the problem. The New 
York board of AFRA has passed a 
resolution asking that “AFRA in- 
vite representatives of the four 
major networks, sponsors and ad- 
vertising agencies to meet with 
the AFRA national board to ex- 
plore methods of working out 
within the industry an intelligent 
solution to the problem posed by 
the Muir case and similar inci- 
dents, which will be consistent 
with traditional American prac- 
tices.” 

Chicago and Hollywood AFRA 
boards were considering the res- 
olution as AA went to press. 


JOHN RAVENEL 


CHIcAGo, Sept. 15—John Ra- 
venel, 36, radio writer and contact 
man for McCann-Erickson Inc., 
died here suddenly yesterday. He 
joined the agency’s radio depart- 
ment in February, 1947, and 
worked on the Standard Oil (Ind.) 
and International Harvester ac- 
counts. He also produced the 
Wayne King show for a while last 
year. 

Prior to joining McCann-Erick- 
son, he was program and musical 
director of Station WHFC in Cic- 
ero, Ill.,.and before that was an 
announcer for Station WBT, Char- 
lotte, N. C. A former actor and 
radio singer, he adopted the name 
Ravenel as a stage name some 
years ago. His real name was John 
Upshur. 


D. RAYMOND DAVIS 
PORTLAND, MeE., Sept. 14—D. 
Raymond Davis, 52, advertising 


director of the Portland Press Her- 
ald, Evening Express and Sunday 
Telegram, died here last night. 
He had been advertising director 
of the three newspapers since 1921. 
Before that he had been a mem- 
ber of the advertising staff of the 
Journal-Sun of Lewiston, Me. 


NAB Appoints Drake 


Melvin E. Drake, former vice- 
president and station manager of 
WDGY, Minneapolis, has accepted 
the position of director of the sta- 
tion relations department of the 
National Assn. of Broadcasters, 


Washington. He succeeds the late 
|B. Walter Huffington. 


Videodex Network TV Ratings 
August 1-7, 1950 
Copyright by Jay & Graham Research Inc. 


Homes Homes 
(%) (000 
1. Toast of the Town 
(CBS, 34 cities) ....... 37.2 1,950.9 
2. Stop the Music 
(ABC, SO cities) ....... 28.4 1,738.6 
3. Kraft TV Theater 
(NBC, 34 cities) ....... 27.5 1,447.2 
4. Ford Star Revue 
(NBC, 45 cities) ....... 26.9 1,611.1 
5. Garry Moore Show 
Se ee GD ncn caes 26.4 1,058.9 


Homes Homes 
(%) (000) 
6. Big Story 
(Wee, SR eties) ....0.. 25.6 1,311.6 
7. Original Amateur Hour 
(NBC, 54 cities) ....... 25.3 1,459.4 
8. Break the Bank 
(NBC, 42 cities) ....-.. 24.2 1,394.6 
a nme Ranger, Friday 
(AGC, 3D etties) ....... 23.9 1,280.5 
10. Your Hit Parade 
(NBC, 18 cities) ....... 23.7 918.1 


FIRST NATIONAL VIDEODEX TV RATINGS—Jay & Graham Research’s first national 
television rating report covers 62 active video markets in the U. S. The percentages 
listed are ratings for the 17 markets formerly covered by Videodex (AA, Sept. 11). 
Figures showing the number of homes reached are taken from the 62-market report. 
Together, the two lists are designed to yield a composite national rating. 
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Photographic Composition Machines 
Draw Crowds at Graphic Arts Show 


(Continued from Page 1) 

a standard linecasting machine, ex- 
cept that the camera replaces the 
type-metal mechanism. Manipula- 
tion of the keyboard (which is 
similar to that on the Intertype) 
releases letter matrices from the 
magazine and delivers them in the 
assembling elevator in lines of any 
length up to 42 picas. 

The operator may make any cor- 
rections necessary. After the line 
is distributed to the justifying de- 


QUALITY...SPEED...ECONOMY 


AAT WBS | 


7é AMERICAN LABEL CO. 


vice, the matrices in the assembled 


line are projected and photo- 
graphed letter by letter on the sen- | 
sitized paper or film. After a line | 
has been photographed, the mat- 
rices are returned to the magazines 
for re-use. 


ws The type sizes available range 
from 4 to 36-point inclusive, and, | 
with four magazines and eight| 
lenses, 32 different type faces can | 
be produced. Light face and bold 
face, or lighi face and italic types 
can be combined in the same line. 

The speed of the machine, Inter- 
type claims, “exceeds any op- 
erator’s ability to compose,” and 
film positives, film negatives and 
paper positives are obtainable di- 
rectly from the machine. 


As a result, the work produced 
by the machine can be used for off- 


MERGENTHALER LINOFILM—The Linofiim, 
a ‘two-magazine, single-distributor photo- 

posing hine, was exhibited to the 
printing industry for the first time at the 
Chicago graphic arts show last week. 
However, the Linofilm is not yet for sale. 


set lithography, gravure and letter- 
press as desired, and it can be op- 
erated by Teletypesetter or type- 
writer keyboard. ‘ 


copies leave 


the presses in Paris. 


TIME 


THe weeny wiwemecarine 


A WORLD MARKET 


1. TIME Atlantic’s certified net paid circulation is 70,793. 


Of that circulation, 27,192 is in Continental Europe; 
27,183 in the British Isles; 5,476 in the Middle East; 
5,255 in Africa; 4,748 in the Scandinavian countries. 


TIME Atlantic’s news is fresh. TIME’s news pages close 
early Tuesday morning, only 60 hours before completed 


OF YOUR BEST CUSTOMERS 


9 ROCKEFELLER PLAZA, NEW YORK 20, N.Y. 


| While the Fotosetter has been 

tested for a year in the U. S. Gov- | 
|ernment Printing Office and its ap- | 
| pearance at the show has been ad- | 


4 | vertised, the company surprised | 
» | visitors with a desk model of the | 
| | device. The smaller model operates | 


on the same principles as the larger | 
| machine, except that the matrices 
are hand set and hand distributed. 


s Mergenthaler Linotype Co. also 
exhibited a photocomposing ma- 
| chine, the Linofilm, which, how- 
ever, is not for sale. 

The Linofilm also is similar in 
appearance to conventional line- 
casting machines. Distribution, 
storage and shape of matrices are 
unchanged. However, the metal 
pot, mold disk and molds have 
been replaced by the camera 
mechanism, which supplants the 
casting function. The machine may 
be operated manually or in con- 
junction with the Teletypesetter. 

Whether operated manually or 
by Teletypesetter, the Linofilm 
normally functions at a speed of 
eight lines per minute. The time 
consumed in automatic stops for 
exposure does not reduce the op- 
erating speed, except in the case 
of some enlargements. 


a The machine produces either 
film or paper, with black charac- 
ters against a clear background. It 
can be used directly for making 
deep-etched offset plates or for 
gravure cylinders and plates (after 
screening). The Mergenthaler 
company also says it can be con- 
tact-printed for albumen offset 
plates or photoengravings. 
Though attempts have been 
made to eliminate metal composi- 
tion and makeup for more than 50 
years, the new developments by 
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PHOTOSETTER—Result 
more than a decade of research and de 
velopment is the Intertype Corp.'s new 
Fotosetter, shown at the graphic arts ex. 
position in Chicago last week. The me- 
chine, which can be operated by any line 
casting machine operator, uses no metal, 


INTERTYPE of 


Intertype and Mergenthaler sug- 
gest that photocomposition now is 
on the threshold of commercial 
practicability. 


s American Type Founders, which 
occupied a prominent place in the 
International Amphitheatre, dem- 
onstrated its new ATF-Hadego 
Photocomposing machine at the 
exposition. 

In the ATF machine, matrices 
are set and spaced by hand from 
left to right, and photographic 
images ranged from 4 to 115-point. 
The device is completely automatic 
in respect to length and indenta- 
tion of line; amount of line spacing 
or leading; degree of enlargement 
or reduction; repeat exposures for 
duplicating types or _ borders; 
double exposures for shaded let- 
ters, and movement of film into 
position to receive the image. 


WORCESTER’S WONDROUS TWINS 


Apples add $2,000,000 to the High Buying Power of 
the Worcester Market. Producing well over a million 
bushels, Worcester County last year ranked 21st in the 
nation in annual apple harvest. This month another 
huge harvest is at its height — another reason why this 
major market is “good picking”. 


2. intensive newspaper coverage 


ini Worcester’s other Wondrous Twin, Intensive 
ok" Newspaper Coverage, does the cultivating for 


os 


you with daily circulotion in excess of 
140,000, Sunday over 100,000. 


WORCESTER, MASSACHUSETTS 


GEORGE F BOOTH Pubtsher- 
MOLONEY, REGAN & SCHMITT, INC., NATIONAL REPRESENTATIVES 


OWNERS of RADIO STATION WTAG 
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In addition to the machines | 
hich compose by photography 
irectly, the exposition also con- 
ained exhibits of improved “cold- 
type” composition devices. 
Commercial Controls Corp., 
Rochester, unveiled its new Justo- 
yriter, a self-justifying cold-type 
womposing machine. Although it 
jad been shown privately before 
e show, its appearance at the 
raphic Arts Exposition marked 
s first public viewing. 

The machine operates from a 
tandard typewriter keyboard, and 
the keys punch out a tape at the 
gme time that they type the char- 
ic'crs on a makeup sheet in the 
arriage. In order to produce fin- 
shed copy, the operator puts the 
pe in a companion “reproducer” 
achine, which automatically re- 
ypes the copy and at the same 
ime justifies each line. 


The Ralph C. Coxhead Corp., 
hose Vari-Typer gained promin- 
bnce during the long Chicago 
printing strike, had its improved 
DSJ model on display at the ex- 
hibition. The newer machines have 
4 lighter touch, can be operated at 
ncreased speed and may be used 
with many new type faces (about 
50 faces now are available). 
Fairchild Camera & Instrument 
Corp., Jamaica, N. Y., exhibited 
ts new Lithotype, a self-justifying, 
rold-type composing machine es- 
pecially designed to supply copy 
for photo-offset work. 

It produces master copy in print- 
pr’s standard type face to exact 
measure and provides proportional 
rharacter spacing and accurate 


in. The Lithotype can be used 
(with paper) for making master 
ropies for offset or to make paper 
br thin metal plates for direct 
image offset reproduction. 


s Several companies introduced 
new offset equipment, including: 


cvertising Age, September 18, 1950 


SILK SCREEN PRESS—Among the new developments shown at Chicago was this silk 
screen press, manufactured by General Research & Supply Co., Grand Rapids. The 
automatic-feed press will handle up to 2,000 impressions per hour. 


Harris-Seybold Co., which intro-| self in the broad field of repro- 


duced a completely new "| 


single-color offset press with more 


controls. Paper can be fed sheet- | 
by-sheet or, through adjustment, 
by a stream feed. The press can 
handle up to 7,000 sheets per hour. 

American Type Founders, which 
showed the Mann perfected offset 
presses now handled by ATF. The 
Mann presses now carry American 
electrical equipment and a color 
break-up inking system. 

Babcock Printing Press Corp., 
which displayed its new Talisman 
single-color offset press. The Talis- 
man press handles sheets from 
8x10” to 191%x25%”, at a maxi- 
mum speed of 7,000 impressions 
per hour. 


a For many years, the silk screen 
process has been neglected, ignored 
and even disparaged, because of its 
limitations, At the graphic arts ex- 
hibition, however, there were in- 
dications that the process may 
some day carve out a niche for it- 


where, for their excellent 


Mr. Beck, with headquarters in 


Harold W. Beck has taken over the Pittsburgh area 
as an eastern representative of the American Offset 
Corp. and its affiliate, the Ainsley Lithographing Corp. 
of Chicago. Mr. Beck, formerly with the Republic 


Press of Pittsburgh, is well- 
ritory which he will continue to serve. 


American Offset and Ainsley Lithographing, related 
concerns, are known to national advertisers, every- 


skill in the graphic arts, combined with the finest in 
modern equipment, has earned them the reputation of 
being quality producers in point-of-sale and direct 
mail pieces, calendars, school books and publications. 


phoning WEllington 1-3104. If no answer, call MOntrose 1-3600. 


AMERICAN OFFSET CORP. 
and affiliate 
AINSLEY LITHOGRAPHING CORP. 
Chicago, Ill. 


PRODUCERS OF THE EXCEPTIONAL IN LITHOGRAPHY 


known throughout the ter- 


color reproductions. Their 


Pittsburgh, can be reached by 


duction. 


The Screen Process Printing 
accurate adjustments and better, Assn., formed about three years handle only a few thousand re- 


| ago, attracted many surprised visi- | 


| tors to its booth at the exposition 


| to see the numerous applications of | 


silk screen work. The exhibit fea- 
tured examples of full-color screen 
/reproductions on glassware, 


| and oil painting reproductions pro- 
| duced by the silk screen method. 

| In addition, General Research & 
| Supply Co., Grand Rapids, showed 
| its improved automatic feed, silk 
| screen press, which can produce as 
|many as 2,000 impressions per hour 
| over a printing area of 22x30”. 


| @ To date, the press has been used 
|primarily for printing greeting 
| cards, gift wrappings, transit post- 
| ers, etc., although it will handle 
celluloid and acetate sheets, foil 
| stock, tin plate and sheet metal. It 
will print with almost any materi- 
al between the consistencies of 
| water and putty, including lacquer, 


varnish, glue and Day-Glo colors. 
Though silk screen presses will 


li- | 
| cense plates, jewelry, decals, tex- | 
| tiles, wallpaper, advertising posters | 


79 


productions at costs comparable 
to other methods and presses still 
are relatively expensive for small 
silk screen shops, the Screen Proc- 
ess Printing Assn. is preparing to 
launch a campaign designed to tell 
the story of the development of 
the process and its advantages for 
certain types of work. 


@ In the field of engraving, Fair- 
child Camera & Instrument Corp. 
caused considerable comment with 
its new 120-line photoelectric en- 
graver for commercial and maga- 
zine printing—an outgrowth of its 
successful 65- and 85-screen en- 
gravers which were introduced 
to the newspaper field a year and 
one-half ago. 

The engraver reproduces direct- 
ly from a photograph to a plastic 
sheet by means of a photoelectric 
scanner, which activates a heated 
stylus. The hot needle etches into 
the plastic a dot pattern which re- 
flects the light values of the pic- 
ture. The resulting half-tone may 
then be mounted for printing on 
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—(60 out of 88 counties) over 1,700,000 daily readers—a market far 
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Big increase in spendable income is predicted by all cities of the Ohio Select List 
whose industries are contributing to the present defense effort. 


The Ohio Select List home-town market contributes more than 2 billion dol- 
lars of the approximately 3 billion in retail sales outside metropolitan areas 


greater than in over 30 states! 


@ The market represented by the Ohio Select List can only be reached through their 
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flatbed or cylinder presses. When | offset presses, it is constructed while the press is in operation. | than leprechauns, operated the q 
used on cylindrical presses, the| on a unit basis. By purchasing ad-| Vandercook & Sons, Chicago, | | vice. At each demonstration, orde: 
plastic plates are handled in the| ditional units, the buyer is able to | demonstrated its four-color, high- ; poured out of a chute, were e 
same manner as zinc engravings. add additional colors, up to five or| speed proof press, which weighs | amined, and then carefully filed j 
six. In appearance, the sheet-fed | about 10,000 pounds and can turn |a wastebasket—except for one, 
e Best example of the gradual im-| rotary closely resembles the com-| out a wet proof in three or four | With the chosen order in hanqj 
provements characteristic of the| pany’s offset models. seconds. one of the “operators” climbed 
printing industry were the letter- American Type Founders’ well- Other companies showing new ladder to the top of the platfo 
presses on exhibition at the show.| known Kelly press—streamlined, | equipment include: and mixed the ingredients for 
Unlike the exhibitors of unusu-| speeded up 17%, capable of hand- Challenge Machinery Co., which roller—old shoes, worn out tires 
al photocompositors, advanced off-| ling larger sheets, and with weight | exhibited its hydraulic clamp pow- glue, horsehair, beer can ope 
set presses and improved engrav-| redistributed—also was on display. | er paper cutter, with an improved etc. | RUNN 
ing and silk screen equipment,| Name of the improved model is| proof press stand and table cxten- Switches were pulled (out of the —- 
manufacturers of letterpresses| the Kelly Three. sions. |panel), lights flashed, dials spung “" 
have less to show that is novel or C. B. Cottrell & Sons Co. intro-| American Type Founders, which, madly around—and out came Others 
unique. duced its new two-color, sheet-fed | in addition to its other equipment, roller bent like a pretzel. The op§) "¢9« 
In most cases, letterpresses on|rotary at the exposition, and| also featured a rotogravure cylind- erators managed to keep | Nets 
exhibit are improved models, re-| printed sheets and changed plates|er proof press and an improved | spectators close to hysterics ag) ade cos 
flecting a refinement and evolu-/ to demonstrate the improvements | Little Giant automatic job cylind- | they sawed the roller in two anj alll 
tion of existing equipment rather! which have been made. er press, | hammered it flat in order to pach = as ithes 
than anything revolutionary. There it for “shipment.” pheyh 
were hints, however, that several| a Among the gravure equipment| # Nygren-Dahly Co., which dem- The show, which will continy ot best 
manufacturers have other equip-|on exhibition was the European |onstrated a combination round hole through Sept. 23, is being managed mepse 
ment in the test stage. Palatia gravure press, distributed | and slot hole perforator, retailing by the National Graphic Arts Ex naens 
by Amsterdam Continental Types/ for about $400. 120-LINE ENGRAVER—Fairchild Camera | POSition Inc., a non-profit organ4| [)7,"%. 
a Typical of the new letterpress | and Graphic Equipment. The press General Binding Corp., which| & Instrument Corp.’s new 120-line photo- | ization which has _ sponsored polio: wy 
machinery on view is the sheet-| is a 22x30” sheet-fed machine] introduced its improved portable} electric engraver is an outgrowth of the | similar exhibitions, the most shay Oo 
fed rotary letterpress made by/ which features exact register at all| table model plastic binding equip-| company’s successful 65- and 85-line en- | cent 11 years ago (AA, Sept. 11) 
Miehle Printing Press & Mfg. Co.,| speeds and has a device which| ment and a new floor model plastic | grovers for newspaper work. This cut | It is being held in conjunction with sem 
Chicago. Like the newer Miehle| pulls a test sheet out at the side| binder. of the machine was made on the new | the conventions of ten organiza Americe 
engraver at the graphic arts show. tions in the printing and graphic “e 
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Lanston Monotype Machine Co., 
which displayed its new model 
typesetting machine with an im- 
proved keyboard, permitting more 
accurate and faster typesetting. 

Macbeth Arc Lamp Co., which 
showed two modern electronic- 
controlled arc lamps, offering in- 
tensity and color stabilization des- 
pite fluctuation in the line voltage. 


ws Some of the exposition’s lighter 
moments were provided by Sam- 
uel Bingham’s Son Mfg. Co. The 
Bingham organization, which 
makes printers’ rollers, displayed 
an “Atomic Roller Machine.” 


arts industries. 


Two Appoint Burgess Agency 


Will Burgess & Co., New Yo 
has been named to handle the ad 
vertising of Cox Kitchens Ine, 
Port Chester, N. Y., manufacture 
of custom kitchen installations 
The agency also has been appoint. 
ed to direct a circulation promo 
tion campaign for Cue. Radio and 
television spots and participations 
open the campaign for Cue. 


Lunny Joins Hayhurst 

Kenneth U. Lunny, former! 
copy chief at Harry E. Foster Ad 
vertising, Montreal, has joined the 
Montreal office of F. H. Hayh 


Two gentlemen, slightly larger 


Co. as an account executive. 
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® MORNING 
@ AFTERNOON 
® NIGHT 


THAN ANY OTHER 
STATION IN 


DES MOINES 


ANY KATZ MAN 
WILL TELL YOU THE FULL 
FABULOUS SALES 
RESULTS STORY! 


*C. E. Hooper Audience Index, City Zone — June-July 1950 


IORI’ 


DES MOINES — THE REGISTER AND TRIBUNE STATION _ 
REPRESENTED BY THE KATZ AGENCY 


Many of them are in your own community. 
A large ot ry have been up for many 
years— proof of their superior quality. 


MAYTAG APPLIANCES 
RED & WHITE FOOD STORES 
WESTINGHOUSE APPLIANCES 
WESTERN AUTO * A&P 
DELCO-HEAT ¢* SHELL 
LOWE BROTHERS PAINTS 
LEONARD APPLIANCES 
PITTSBURGH PAINTS 
SARGENT PAINT 


They must be better—for so many will accept no 
substitute. 
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| Whe Runs Umnerica? 
PS 


— the President? 


OR YOU AND THE MAN NEXT DOOR? 
—=ae— 


RUNNING AMERICA to the Jatnt job of ORGENESD penal. It's the biggest job in the world today 
—keeping it running for liber.y and for freedom. And the whole world's watching to see 
whether Americans can do it! 

IN MUCH OF THE WORLD today, the people have resigned from running their own countries. 
Others have been quick to step in—first with promises of ‘‘security’’—and then with whips 
and guns—to run things their way. The evidence is on every front page in the world, every day. 


FREEDOM COMES UNDER ATTACK. The reality of war hes 
nade every American think hard about the chings he's willing @ work 
sod bghe for—and freedom leads che lise 


a has chansh, ond beard to cuagle 
thet freedom has been The Congress sow 
as it has been attacked in other parts of the wortd. evt, loud and plain. That's democracy in action. 
the most serious to m has 5 the American way! 
been the threat of = 7 page a aid. 
of health “security” for everybody. suned apsian “Ghmesiieny Cea omeat eno 
THE PEOPLE WEIGH THE FACTS. Io the American manner, the Generel Federstion of American Legion 
people seudied the case for Socialized Medicine—and the case against it. es bg ye 
Federation United States Chamber of 
They tound that Government domimation of the people's medical Netional Grange ‘Commerce 
cake ender Computuney Masih lanusnase ancsan lower snadacds Veterans of Foreign Wers Netiena! Association of 
of medical care, bagher payroll taxes, loss of incentive, damage National Conference of es td bey 
research, penalues for che provident, rewards for the unprovident Rt ay Retell Goods 
Mespite! Associetion American Ber Association 
‘s leadership in medical core progress. They 
Weed that able doctors, toadhers, auvees and cclontiots © Sostere of thle Station eve. gratetel thet the peasie 
—working in laboratories where Science, not Politics, is retused to be wooed by the fantastic promises of 
master—are blazing dramatic new trails to health for un-American axcursion into State Socialism. ¢ Doctors 
Americans—and for the world. of America are dedicated to serve their fellow citizens 
ot heme ene iat enmivanes 0S eatin, eeavasss care. 
= "GRASS ROOTS” a SE. teeny oe ice to this Nation may take them. ¢ they 
sunity in the Nation, people stood up to be counted on this im- stand ready to fight for—to sacrifice tor—to die 
portant sue Thousands of local women's clubs, civic groups, farm, net the alien way of life of Socialism, but the prideful 
business. religious, taxpayer, medical, educational and patron organ- security of « free and self-reliant people! 


THE VOLUNTARY WAY IS THE AMERICAN WAY! 


‘ 
tamily now @ For ytormation, ask your dex tor—or your snsurance man 


© Throughout the Nanon, free men smi women, working and planning — in Amerxa—70 millon people 

sogether. ate finding the A answer 10 ev von of medxal = axe! @ Nation, tamshes sre insuring 

om «. care and cost. Hundreds of Voluntary Hest I pense Plans the major coms of sonable, ‘basis prices Voluntary 
no healthy © by dow nies. hos Health Imurane takes the econemn shock out of illness. your 
petals. tr 


y companion —spomored x tors 
was Saad cxgemneean=ny | ondustry, agricul miane ont babes. © Yoley 


pre phd y wma heritage is the right to learn the lacts—and to speak his mind. 


At gee honor and used with sincerity—that right will guarantee forever that 


You and Your Neighbor Run America! 


ns an a 
MEDICAL ASSOCIATION + o Cenmnnnens, CRUGATIEN GAMAIEN 
ONE NORTH LA SALLE STREET, CHICAGO 


BATTLE 1S ON—With this large-space newspaper ad r throughout the na- 
tion the week of Oct. 8, American Medical Assn. opens its mighty campaign against 


government controlled medicine. On Friday, the Democratic National Committee 


1ed th 
iyhu 
e, 


launched an attack on the AMA campaign. Rep. John Dingle of Michigan said the 

AMA ad campaign, concentrated just before election day, is an attack on the Demo- 

cratic Party, and Sen. James Murray (D., Wyo.) issued a statement that AMA and 

allied groups will spend $20,000,000 on advertising which would better be spent 

for medical care. Lockwood-Shackelford Advertising Agency handles AMA newspa- 
per and magazine advertising. 


ickerson, Albert Frank-Guenther Law 


igencies Merge; Offices in 7 Cities 


New York, Sept. 12—J. M. Hick- | 
rson Inc. will be consolidated 
ith Albert Frank-Guenther Law 
c. on Oct. 1. The name and cor- 
orate structure of the latter com- | 
any will remain unchanged, Em- | 
nett Corrigan, chairman, an- 
ounced, 
The agency’s billings are esti- 
nated at close to $10,000,000 a 
ear. The combined staff numbers 
bout 200. 
Mr. Hickerson has been elected 
esident and a director of Albert 
ank-Guenther Law. Frank J. 
eynolds, who has been president 
the company since 1932, has 
een elected vice-chairman of the 
pard. He had been president since 
}17 of Albert Frank & Co., a pre- 
Pcessor company, organized in 
B72. 
Robert E. Potter Sr., vice-presi- 


J. M. Hickerson 


F. J. Reynolds 


Other offices operated by the con- 
solidated company are in Boston, 
Detroit, Philadelphia and San 
Francisco. 

In Chicago, the consumer adver- 
tising division will be at 333 N. 
Michigan, headed by Mr. Potter, 
and R. W. Dawson will continue 
to head the financial division at 
1 N. La Salle St. 


Last Minute News Flashes | 


Tappan Stove Launches Campaign in October 

MANSFIELD, O., Sept. 15—Tappan Stove Co. will break its fall mer- 
chandising campaign in the October issues of Better Homes & Gardens, 
Country Gentleman, Farm Journal, Good Housekeeping, Household, 
Ladies’ Home Journal, McCall’s, Progressive Farmer, Successful Farm- 
ing, Sunset, Woman’s Day and Woman’s Home Companion. In an- 
nouncing the program, P. I. Berno, director of merchandising, said, 
“Tappan was the only gas manufacturer during the last war to do 
consistent national advertising, and we plan to continue advertising 
now even in the face of pending material shortages.’”’ Griswold-Eshle- 
man Co., Cleveland, is the agency. 


Brown Named Western Manager of ‘Everywoman’s’ 


CuicaGco, Sept. 15—Winton H. Brown, formerly publisher of Scho- 
lastic Roto, has been named western manager of Everywoman’s Maga- 
zine, new publication to be distributed through 27 supermarket and 
grocery chains. Chicago offices have been opened at 35 E. Wacker Dr. 


Warwick & Legler Names Holmes Research Director 


New York, Sept. 15—Ernest A. Holmes, formerly research director 
of the Chicago office of Young & Rubicam, has been appointed research 
director of Warwick & Legler. Harry Way, formerly research chief at 
Warwick & Legler, now is media director, and Lester M. Malitz con- 
tinues as vice-president in charge of media. Robert E. Stark, of the 
Young & Rubicam research department, now is acting director of re- 
search for Y&R, Chicago. 


General Mills Will Air Two New Radio Shows 


New York, Sept. 15—General Mills will start two daily regional net- 
work radio shows—Cal Tinney (over 40 ABC stations, originating in 
Tulsa) and “Hymns of All Churches” (over 50 stations of the Keystone 
network)—in a few days, for Gold Medal flour. The advertiser also 
is expanding in TV, with a Stuart Erwin comedy, starting Oct. 21 over 
ABC, and another new show to be announced later. Dancer-Fitz- 
gerald-Sample is the agency. 


Bates Gets Part of Anahist; Other Late News 


e Anahist Co., Yonkers, N. Y., has appointed Ted Bates & Co., New 
York, to handle its new products development campaign. Plans are in 
the discussion stage for test marketing. Foote, Cone & Belding has the 
Anahist tablet and atomizer account. 


e Frigidaire division, General Motors Corp. (Foote, Cone & Belding) 
brought Bob Hope to TV and will sponsor a once-a-month telecast 
featuring Mr. Hope, alternating with Bobby Clark, over NBC. The pro- 
gram will be aired Sunday at 8 p.m., EST—in the time spot occupied 
by “Colgate Comedy Theater” three weeks monthly. Oct. 19 is the 
starting date. 


e Two more big radio stars will take the TV plunge this fall. Edgar 
Bergen will do the first of a holiday series of shows for his AM spon- 
sor, Coca-Cola Co. (D’Arcy Advertising Co.), Thanksgiving Day after- 
noon over CBS-TV. Jack Benny will be presented in an hour show for 
his radio sponsor, Lucky Strike (Batten, Barton, Durstine & Osborn) 
over CBS-TV Oct. 29. He will be seen four times this winter. “Amos 
’n’ Andy” also is expected to become a TV feature for Lever Bros. soon. 


e George Cushing, vice-president and news editor of Station WJR, De- 
troit, has been named to handle the station’s public affairs and adver- 
tising, in addition to his present duties. Before joining WJR nine years 
ago he had been advertising manager for Graham-Paige Motors Corp., 
and prior to that held the same position at Hudson Motor Car Co. He 
also was a partner in the agency that handled the Ford Model-T ac- 
count. 


e A new travel weekly, Globe, begins publication Sept. 25 via Globe 
Publications Inc., 545 Fifth Ave., New York. Editor and publisher is 
Philip Andrews. Initial circulation guarantee is 5,000 and ad rates are 
$5 per column inch, regardless of space size. 


e Coca-Cola now is selling for 6¢ a bottle in Philadelphia. The Phila- 
delphia Coca-Cola Bottling Co. has raised its case price from 80¢ to 
96¢. Officials at the Coca-Cola Co. in New York told AA local bottlers 
control their own prices, and that while the licensing company would 
prefer to see Coca-Cola sold at the traditional 5¢, it has no control over 
bottlers’ costs or prices. About a year ago the Los Angeles bottler in- 
creased his case price to 96¢. 


e@ Robert Murray, formerly of Adam Young Co., has joined the radio- 
TV department of Branham Co., New York, media representative. 


nt of Hickerson, has been elected 
vice-president of Albert Frank- 
enther Law, and will have 
large of consumer advertising for 
e consolidated companies in the 
Chicago office. 


The complete 
staff of the Hick- 
erson agency will 
go over to the 
Albert Frank- 
Guenther Law 
company, Mr. 
Hickerson told 
AA. The Wash- 
ington office of 
the Hickerson 
agency also will 
be maintained, he 
said. All current 
Cccounts handled by Hickerson 
ill be serviced by the consoli- 
ted company. 


R. E. Potter Sr. 


™The head office of Albert 
Fank-Guenther Law is at 131 
tdar St., and the office of J. M. 
ickerson is at 110 E. 42nd St. Mr. 
ickerson said he will make his 
Padquarters at the uptown office. 


Mr. Hickerson, the new president 
of the consolidated company, after 
graduating from the University of 
Iowa, joined the General Electric 
Co. in its incandescent lamp ad- 
vertising department and was with 
the company for nine years. In 
1930 he became associated with 
Lord & Thomas, leaving that or- 
ganization in 1939 to organize and 
become president of his own agen- 
cy. 


Quaker Oats Signs TV Show 


Quaker Oats Co., Chicago, has 
signed for “Zoo Parade” on NBC 
TV, starting Oct. 1. The program, 
telecast direct from Chicago’s Lin- 
coln Park zoo, will be seen Sun- 
days from 3:30 to 4 p.m., CST, 
over 34 stations. Ruthrauff & Ryan 
is the agency. Also starting Oct. 
1, at 4-4:30 p. m., Quaker is spon- 
soring the “Gabby Hayes Show” 
on the same network. 


Pushes English Cigarets 
Tuckett Tobacco Co., Hamilton, 


Ont., maker of Capstan, English 

aos cigarets, is using news-| 
pers and spot radio to introduce | 

oy brand to Canadian smokers. 


New Rate Increases 
Announced by Seven 


More Publications 


Cuicaco, Sept. 15—Seven new 
names have been added to the 
growing list of publications an- 
nouncing new rates. 

Meredith Publishing Co., Des 
Moines, will increase advertising 
rates for Better Homes & Gardens 
and Successful Farming effective 
March, 1951. BH&G rates will be 
raised 4%, with the page b&w rate 
going from $9,800 to $10,200. The 
rate base will remain at 3,400,000 
copies. Successful Farming will in- 
crease its b&w page rate from 
$3,000 to $3,285. 

Frosted Food Field will hike its 
rates 25% effective Nov. 1, 1950. 
Current b&w rate of $9 per inch 
will be raised to $11.25. The pub- 
lication says the increase is the re- 
sult of a 300% rise in circulation 
since its current rate schedule was 
| formulated. 


Gas will raise its one-time b&w 
page rate from $250 to $275, effec- 
tive Jan. 1, 1951. At the same time 
the publication will reinstate the 
2%-10 days cash discount which it 
discontinued in 1941. 

Pit & Quarry has announced 
an increase in its one-time b&w 
page rate, from $300 to $330, ef- 
fective Nov. 1, 1950. Advertisers 
appearing in the _ publication’s 
October issue will be charged at 
the present rate through June, 
1951. 

Harper’s Magazine will raise its 
book publishers’ advertising rates 
effective with the January, 1951, 
issue, from $590 to $750 a page. 
The new rates will be based on a 
circulation of 150,000 average net 
paid, as compared with the former 
guarantee of 135,000. 

Parents’ Magazine will hike its 
rates and its circulation guarantee 
effective with the March, 1951, is- 
sue. The one-time b&w page rate 


will go from $4,550 to $4,875. Cur- | 
rent circulation guarantee of 1,- 
200,000 will be raised to 1,250,000. | 


New Wage Scales 
Negotiated for N. Y. 


Typos and Pressmen 


New York, Sept. 14—New wage 
scales for compositors and press- 
men on New York newspapers, in- 
volving a weekly pay increase of 
$3.50 plus $1.50 a week in wel- 
fare benefits, have been negotiated 
by representatives of the Publish- 
ers Assn. of New York City, New 
York Typographical Union No. 6, 
and the New York Newspaper 
Printing Pressmen’s Union, Local 
2. The new agreements, however, 
are subject to ratification by the 
unions’ members. 

The new contracts will run for 
18 months from date of signing, 
with the provision that $1.50 wel- 
fare payment will not be subject 
to renegotiation for a period of 
five years. Detailed plans for ad- 
ministration of the welfare funds 
are to be worked out by the unions 
and the association. 


ws Under the agreement with the 
typographical union, the basic 
weekly wage for day workers will 
be $102.50, for night workers, 
$107.50, and for workers on the 
late night, or “lobster” shift, $112.- 
50. Working hours will remain un- 
changed at 36% hours for the day 
and night shifts and 35 hours for 
the “lobster” shift. 

The contract also provides for 
two weeks’ pay and accumulated 
vacation credits in the event that 
composing room employes should 
be displaced by newspaper mer- 
ger, suspension or consolidation. 

The contract covering the press- 
men will raise their wages to $97 
on the day shift and $100.50 on the 
night shift. Day men work 36% 
hours and night men 33% hours. 
The pressmen’s contract also pro- 
vides compensation for men who 
might lose their jobs through mer- 
gers or suspensions of publication. 


CBS Color TV Test 
Signals Scheduled 
to Begin Sept. 18 


New York, Sept. 15—Columbia 
Broadcasting System, whose color 
television system is the Federal 
Communications Commission’s se- 
lection as the best available today, 
will transmit a color TV test pat- 
tern daily over WCBS-TV, New 
York, starting Monday, Sept. 18. 

CBS announced today that the 
telecasts are being aired at the “re- 
quest of a number of television set 
manufacturers,” but the network 
declined to identify them. Color 
test patterns will be televised 
from 10 to 11 a.m., EST, Monday 
through Friday, throughout the re- 
mainder of the month. ; 

When the FCC made its recent 
report on color telecasting after a 
protracted study, it asked set mak- 
ers to indicate by Sept. 29 whether 
they are willing to equip future 
sets with adapters enabling the 
receivers to pick up CBS color 
telecasts in b&w. 


a If manufacturers acquiesce the 
commission will delay its final de- 
cision on color TV until Jan. 5, 
1951, but if they are unwilling to 
cooperate the FCC will adopt the 
CBS system immediately. 

The manufacturers’ decision re- 
mained the big question mark as 
ADVERTISING AGE went to press. 
The television committee of Ra- 
dio-Television Manufacturers 
Assn. met here this week to dis- 
cuss the situation. 

Its recommendations—a closely 
guarded secret at this time—will 
be presented next week to the 
RTMA’s board of directors. One 
aspect over which the association 
reportedly is concerned are the 
possible anti-trust implications of 
any joint action—or even lack of 
action, if it is general—taken by 

the manufacturers, 
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| What It Means to You,” a news 
telecast featuring Austin Kipling- 
er. The program, created especially 
for the bank, will be aired Monday 
through Friday, 6:30-6:40 p.m, on 
WGN-TV, Chicago. 


Buttalo Has 120,464 TV Sets 
Niagara Mohawk Power Corp. 
Sponsors Kiplinger Newscast |reports that as of Sept. 1, 1950, 
Chicago National Bank on Sept.| there were 120,464 TV sets in- 
18 will begin sponsorship of “Kip-| stalled in Buffalo, an increase of 
linger with the 6:30 News... And) 10,213 since Aug. 1. 


Uses TV to Sell Homes 

San Francisco Real Estate Co. 
is sponsoring “TV Real Estate 
Bureau,” a new program seen 
weekly over KPIX, San Francisco. 
The 15-minute show features 
movies of homes listed for sale) 
with the sponsor. 


Of the TOTAL TRIBUNE 
DAILY AND SUNDAY 
CIRCULATION 


| 4 OUTOFS5 


ARE HOME DELIVERED 


_.. the most effective and most 
productive circulation you can buy. 
Naturally, when selling 
Metropolitan Oakland, 3rd market 
on the Pacific Coast, advertising 
men turn to the Oakland Tribune. 


Largest home delivered circulation 
in Northern California. 


TOTAL NET PAID CIRCULATION 


pany 199,019 —sunoay 170,803 


A.B.C. Publisher’s Statement, March 31, 1950 


Gakland 
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First in the Country 


Do you want to sell 2,000,000 rural families? 


Millions of Americans live by the GARDEN SPOT 
GUIDE AND ALMANAC — read it and refer to it daily. 
The GARDEN SPOT GUIDE AND ALMANAC is on the 
job 365 days a year for 2,000,000 mail-order families. 
The low cost per order record of the GARDEN SPOT 
GUIDE AND ALMANAC will surprise and please you. 
Each Almanac is addressed and mailed to an individual 
family in an envelope. 

Use the GARDEN SPOT GUIDE AND ALMANAC to sell 


your product because its readers are sold on GARDEN 
SPOT GUIDE AND ALMANAC. 


1951 issue closes September 25th. 
Space limited. 
Write for Rates and Full Details— 
Garden Spot Guide and Almanac, Paradise, Pa. 


EASTERN REPRESENTATIVE: 
Murray Bernhard, 489 Fifth Avenue, New York, MU-2-2492 


WESTERN REPRESENTATIVE: 
Harry R. Fisher, 59 East Van Buren Street 
Chicago, Ill., WA-2-0152 


No Business as Usual in New Crisis, 
Public Printer Deviny Tells Meeting 


Says Printing Users 
Will Have to Curtail 
Orders in Emergency 


Cuicaco, Sept. 13—The commer- 
cial printing industry will have to 
carry most of the additional load | 
created by any new international | 
crisis, and printing buyers will | 
have to curtail their demands ac- | 
cordingly, according to John J.| 
Deviny, public printer of the U. S. 

Speaking at the opening session 
of the International Assn. of Print- 
ing House Craftsmen here, Mr. 
Deviny said that while voluntary 
cooperation with the government 
by printers during World War II 
was commendable, “under similar 
conditions of emergency, I think 
the performance would have to be 
improved to be acceptable to our 
agency customers—particularly the 
military.” 

“Many contractors,” he contin- 
ued, “gave us their absolute best 
on some jobs, but others, just as 
important, were held up until the 
needs of regular customers were 
satisfied. 


a “I am confident that there can 
never again be a condition where 
planes wait for overseas shipments 
of war manuals until the regular 
weekly issue of ‘The Future Vol- 
unteer Firemen of America’ is off 
the press...” 

Printers must support any gov- 
ernment job, he asserted, “and re- 
gard the delivery as an absolute 
must. 

“Another responsibility you will 
have,” Mr. Deviny told the Print- 
ing House Craftsmen, “is to keep 
your plants up with the least pos- 
sible drain on essential materials. 


piece of equipment you have in 
first-class running order. It might 
have to run a long time during an 
emergency before it will be easy 
to get new parts.” 


ws In addition, he warned the print- 
ers to: 

1. Perfect their organizations so 
that the loss of a few key men will 
not cripple activities. 

2. Refrain from contributing to 
the unsettlement of the supplies 
market by panic buying. 

3. Begin to think of substitute 
materials and methods. 

4. “Be prepared to work with 
people who would not ordinarily 
be selected for the jobs they hold.” 

He said that in the last decade, 
the printing industry had in- 
creased and improved its facilities, 
methods and workers, and its an- 
nual output has increased from 
$2% billion to nearly $4 billion. 

While the Government Printing 
Office has replaced obsolete equip- 
ment, he added, “plantwise, we 
face new emergencies that may 
arise with facilities relatively 
equal to those of ten years ago.” 


a At the club management lunch-| 
eon yesterday, the Printing House | 
Craftsmen heard a series of talks | 
designed to aid local club officers 
and members plan their educa- 
tional programs, edit outstanding 
club bulletins, prepare celebrations. 
for International Printing Week 
that will help achieve the objec- 
tives of the promotion, and help 
clubs facilitate the exchange of 
technical information. 

In addition, speakers at the var- 
ious clinics discussed the Inter- 
type Fotosetter machine (see 
Graphic Arts Exposition story on 
| Page 1); the Lithure plate pro- 
| cess developed by Printing Devel- | 
opments Inc., a Time Inc. sub-_ 
sidiary (AA, April 17), and the | 
_ collotype printing process. 
| 


| 
| m Thomas D. Hook, vice-president | 


Advertising Age, September 18, J§§@mdvert 
tendent of the Typographic Sery. 
ice Co., Indianapolis, revieweg 
composing room developments at 
the type clinic. 

He said that “photographic 
methods of reproduction haye| 
brought about changes in the 
proofing end of the composing 
room. Proofs must be letter per. 
fect, and this requires precision 
proof presses, new proofing pa- 
pers and the best of inks.” 

He also mentioned the use of 
infra-red lamps to speed drying 
of proofs; the advantages of flush 
mounting of engravings and new 


of Black Box Photo & Collotype 
Studio, Chicago, outlined three 
factors to be considered when at- 
tempting to determine when a job 
is suited to collotype. 

He said that when the job has 
large areas of picture value, “in- 
cluding large areas of fine, delicate 
tone and large areas of continuous 
tone”; when the quantity required 


F 


composing room gadgets, “ : 
is more than 100 and less than pans gre J not so pe —-e 
5,000, and when economy is a fac- 7 bie 
tor, printing buyers would be well leaturi 
advised to investigate the pos-| PRINTING SALESMEN v7 ‘Schi 


GATHER IN CHICAGO 


Cuicaco, Sept. 13—The Interna- 
tional Printing Supply Salesmen’s 
Guild met here today for its first 
big meeting since 1939. 

Like speakers at meetings of 
other organizations, retiring Presi- 
dent L. A. Neumann called for de- 
velopment of a unified graphic arts 


sibilities of the process. 

The collotype method, of course, 
is one of the oldest reproduction 
processes in active use by the 
graphic arts industry, but its tech- 
niques have been greatly improved 
in the past few years. 


a Glenn M. Pagett, plant superin- 


It is not too early to get every |: 


Sure, there are other radio stations 
in Memphis, and there are good 
programs on those stations; but it is 
significant that FOR THE PAST FIF- 
TEEN YEARS, WMC HAS. CARRIED 
MORE NATIONAL, REGIONAL 
AND LOCAL DOLLAR VOLUME 
ADVERTISING THAN ANY OTHER 
RADIO STATION IN MEMPHIS. 


WMC has made a real place for 
itself in Memphis—and there is a 
place for you on WMC. 
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cast 52 weeks each year over WMC for a total 


of 5,070 programs. = I 
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HAL S. LAMB 

PHILADELPHIA, Sept. 12—Hal 
Lamb, active in advertising, radio 
and television for 30 years, died. 
suddenly on Sept. 7 in Graduate | 


3, 1 . oe 
- Sery. 
\ lewed 
ents at 


months illness. Prior to operating 
his own layout service, he was 
with Al Paul Lefton Co. in Chi- 
cago as art director and before 
that was art director for Cramer- 
Krasselt Co., Milwaukee, for eight 


10 years media director of Morey,| the Business Newspaper Assn., a 
s. Humm & Johnstone, died Sept. 8 at division of the Periodical Press 
Lawrence Hospital, Bronxville,| Assn., and was a director of the 
N. Y., after a short illness. Carlton Club. 
Born and reared in New Britain, | 


Conn., she began her career in the; FRANCIS J. WANK 


raphic | 


ital. He 58. . , : ; 

in yt — prtthenet his death, Mr. agency field with the George Dyer | SAN JosE, CAL., Sept. 7—Fran- years. Services for Mr. Bailey were 
posing Lamb was commercial representa- Co. in the media department. cls J Wank, 47, partner in Wank —- in Tacoma, Wash., on Sept. 
, a i tions. -| ank, advertising agency wi ; 
eclaia + th wy ~ Sir been cua tootiin | G. B. WRIGLEY offices here and in Bang Mowe 4 
ng pa- KYW in this city, and with the| TORONTO, Sept. 11—G. B. a died today in Community Service 
Dorsey & Lamb Agency. Before "¢Y) Wrigley, president of the) tospital. Mr. Wank established the 
use of joining WCAU Mr. Lamb was ra-| Wrigley Publications — died hod agency in San Francisco with his 
drying dio and television director for we home om = Z md + ©! brother, Melville, in 1925. 
f flush Geare-Marston advertising agency. a pate ¥ y 2h publishing | i 
r - T a also 5 teadliag oe = oo confpany, and had been associated | RR . HER 

some} | elevision Assn. 0 iladelphia Cuicaco, Sept. 13—Harry R. 


AN:iiVERSARY MODEL—The plastic dome 
featuring this new counter display for 
the Schick “20” is designed so the unit 
may be seen from all sides, but yet 
vard against mishandling or pilfering. 
The stylized “S” is made of molded 


and was a former vice-president | 
of the group. 


Cc. M. BOMBERGER 

JEANNETTE, Pa., Sept. 11—C. M. 
Bomberger, 66, editor and pub-| 
lisher of the News-Dispatch here, | 


with Hardware in Canada and the | 
Retail Grocer & Provisioner for 
the past 25 years. 

After completing his education 
here, Mr. Wrigley began his busi- 
ness career with the Imperial 
Bank, and joined his father’s 


| Fisher, 81, head of Harry R. Fisher 


Inc., publishers’ representative, 
died here Sept. 8 of a heart at- 
tack. He had been a representative 
in Chicago for nearly 50 years. 


LAWRENCE J. BAILEY 


> 4000 Dealers 


Servi 
> 10 Million 
Persons, 
including 
> 3 Million 


DEALER 


Population 
fen coverage retail lumber, 


D> Blanket 
building material and coal dealers. 


ts firstfwood and lettering is silk screened. W. L. | lis business in 1925. He traveled ex- st 

Stensgaard ——— produced the | died recently of a heart attack. | tensively and occupied a number of} Cuicaco, Sept. 11—Lawrence J. oo Wiseonslas btorsh ond 
ngs of : important positions before assum-| Bailey, 48, who for the past few Seuth Dekete. 
Presi. MRS. LILLIAN PARKER ing the presidency in 1945. years operated his own layout ser- 10th tease en. das Miteeasds &, ten, 
for de-§ndustry. New York, Sept. 11—Mrs. Lil-| He was a member of the Adver- vice here, died Sept. 5 in a Mil- 
1ic arts] Mr. Neumann, who is president | lian Fletcher Parker, for the past tising & Sales Club of Toronto,| waukee hospital after a three 


tting & Electrotyping Co., Chi- 
ago, declared: “I think that wc 
ust think of the graphic arts as 
n integrated industry with a uni- 
ied responsibility. We must sell 
ot only our services and our 
roducts to our immediate cus- 
omers but also our ideas to the 
ltimate consumers of printing... 


“We must show to our cus- 
omers, the printers, that we have 
vision of an expanding, vigorous 
industry. To the extent that our 
dvertising budgets permit,” he 
id, ‘“‘we must not only tell our 
irect selling story, but also an in 
titutional story on behalf of the 
ntire industry.” 

He added that the problems 


What happens to your job-il we get 
atomic energy to drive our machines? 


and said that the supply salesmen 
an play an important role in the 
integration. 


OOK MANUFACTURERS 
OLD CHICAGO MEET 
Cuicaco, Sept. 13—The Book 
Manufacturers’ Institute, one of 
the ten printing and graphic arts 
ssociations holding meetings in 
hicago during the graphic arts 
show, wound up its three-day con- 
vention today with a discussion of 
ar-induced problems. : o FR cerned by Reprernaics o Mamagra ot Laer a he Pe 
The book manufacturers also 3 eF © sotgree “ 
eard talks on new binding meth- ee 
ds, static, typography, plate mak- 
ng and other problems and new 


Alter Two Years of Preparation 


A Campaign to Explain the 
American Economic System 


WA Program of Rovmemie Education tor sll the People 


hmasteo 


itions : 
evelopments in book manufac- 
ood, uring methods 
it is 
IF BEL MANUFACTURERS What The Advertising Council* is doing 
D ISCUSS SHORTAGES 
L Cuicaco, Sept. 11—The Label 
anufacturers National Assn. dis- t bad S ® ] 
ussed the problem of shortages 0 exp alli merica {0 mericans 
and the dislocations which the in- © 
dustry will experience in the event 
of a new emergency at closed ses- 
|sions during its convention here. 
: : , 
Se Ga ae a Wuat! explain America to Americans? After two years of preparation, this | space and time donations, will mean a 
Baltimore, president; Hugo Dal- Yes, strangely enough, the truth is that program was launched in November, lot toward a better understanding of 
sheimer, Lord Baltimore Press, altogether too many Americans don’t 1948, and still is in operation. One of the the American economic system. For full 
Baltimore, vice-president, and really know what makes this great coun- _ biggest and most successful of all Adver- _— information write to: The Advertising 
ag cong gy gegen — try of ours tick. tising Council programs, it has been Council, Inc., 25 West 45th Street, New 
oad- oll ’ And that’s a danger. For, through endorsed by representatives of manage- York 19, N.Y. : 
total ignorance, Americans may permit the ment, labor and the public. It was 
Riones New Rate Card undermining or destruction of the eco- planned with the guidance of and has 
La Patrie, Montreal, has pub- nomic system which has made this coun- received the approval of distinguished i aye 
hed a new 4 ~ ig tty try the envy of all others. citizens from all walks in life. Published in the public interest 
*) or b&w will be 10¢ per agate line, Can anything be done about it? Sev- ; by 
onday to Friday; 12¢ for Satur- eral years ago leaders of the AAAA and = g 4, ts org and Media Owners | 
) ay; 35¢ for Sunday, and 40¢ for ANA decided “Yes”. As a result, The Y. Help is Needed! "te ADVERTISING 
mbined Saturday and Sunday. Advertising Council’s “Economic Educa- ae 
- tion Program” was born. Its objective is The success of this important program G 
ule a geting 5, to “give all Americans the knowledge depends on the public spirited and gen- A E 
jouth Frozen Foods Convention will be that is needed to appreciate our system erous cooperation of advertisers and 


eld in San Francisco, Feb. 26- 
npany March 2, 1951. E. J. Watson is 
oz of the convention com- 
mittee. 


pp eal 


and the determination to make it better.” 


media owners. Your help, in the form of 


*A NON-PROFIT ORGANIZATION FORMED TO UTILIZE ADVERTISING IN THE PUBLIC GOOD 
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The Oliver Corporation 


“In the next five years, tel- 
evision coverage will be ex- 
tended to about 177 new areas 
in the U.S. Approximately half 
of these areas are in the South. 
The eagerness with which the 
South has been awaiting the 
lifting of the television ‘freeze’ 
and the interest it has shown in 
this new medium of entertain- 
ment and information is an- 
other example of its vitality 
and progressiveness.”’ 


W.R. G. BAKER, V.P.andGen. Mgr. 


Electronics Department 
General Electric Company 


ow Bit is your advertising 
High farm income is now turn- 
eenien Se came ond sever. : ing to the vast new dimensions of 
the 14 Southern states by various 
McCall’s cover only 10.7%... 
regularly by 39.5%. __ 
sive Farmer to adequately cover the 


“The South is resurgent— . 
_ its economy and its agriculture : 
' are changing. Farming is being: = 
_ mechanized at a faster rate in 
_ the South than in any other = 
ing that need into a realizable 
potential. The Oliver Corpora- 
tising in the t and expand- 
peas > bart hoadigamiithaarg | ” the rural South as a market? Let’s 
7 combinations of leading magazines: 
Life and The Saturday Evening Post 
Country Gentleman, Farm Journal, 
Capper’s Farmer and Successful 
These figures from the 1949 Report 
of the Crossley Continuing Study of 
rural South. More Southern farm 
families read more advertising in The 


part of the country. The need = 
tion sales are up appreciably in . 
A. KING McCORD, President : __ take a look at the combined undupli- 
cover only 15.1%...Ladies’ Home 
Farming cover only 30.9%...The 
Magazine Readership show that any 
Progressive Farmer than in any 


for farm equipment is great. 
Se EAD: WS ave SivENs Come 4 _ Have you geared your advertis- 
cated coverage of farm families of 
Journal, Good Housekeeping and 
Progressive Farmer alone is read 
advertising list needs The Progres- 
other publication. 


“In 1891 our founder, T. W. 
Wood, said: ‘Returns from our 
advertisements in The Progres- 
sive Farmer have been very 
satisfactory; even better we be- 
lieve than any advertising we 
have done in any agricultural 
paper.’ This statement is just 
as true today as it was nearly 
60 years ago. We have always 
gotten excellent results in the 
rural South from our advertis- 
ing in The Progressive Farmer.” 


W. P. WOOD, Jr. 
T. W. Wood & Sons 


OS ae 


SOUTHERN 
FARM FAMILIES 


neces 


BIRMINGHAM + RALEIGH + MEMPHIS + DALLAS + NEW YORK +» CHICAGO «+ EDW. S. TOWNSEND CO., SAN FRANCISCO, LOS ANGELES 
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